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andkerchief Envelope 
100 to Box 
Assorted 


Envelopes Yi 
100 to Box 
Assorzed tal 











3 Sheets to Cellophane Envelope 
(249 SHEETS) 
Assorted Designs 


chine’. $26.75 


TORUS \ 


For The Holiday Season! 


The most fascinating envelopes of 
the day, fashioned in the well known 
TIDY GIFT WRAP papers. Assorted 
colors and holiday designs, to encase 
handkerchiefs, neckties, gloves, lin- 
gerie and the many gifts that 
need dainty presentation. 


. ~ ¢ 4 « > ’ 2 
Se nsationa lly N« w Envelopes\maaam 
Delightfully Intriguing! 100 to Box \Wiene 


Write for Samples 


FOR QUALITY MERCHANDISE 


NELSON COMPANY 


1326 West Washington Boulevard 
CHICAGO 
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Properly packaged food 

products are being 
shipped to all known 
points of the world today 
--protected by KVP papers. 
Whether your product is 
one with an aroma or fla- 
vor to be maintained or 
guarded against foreign 
odors and tastes--or is 
wet, damp, dry, or greasy 
«we have a_ protective 
paper for it. 


Our modern, fully equipped 
research laboratory, in the 
hands of experts is at your 
service at all times to aid you 
in the selection of the proper 
protective wrapper for your 


product. 





Kalamazoo Vegetable Parchment Co. 
KALAMAZOO, MICHIGAN 
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Fast 
Accurate 


Clean 
Thoroughly 


Satisfactory 





Model M N 60-per-Minute Weigher in the Plant of Thomas J. Webb Company, Chicago 


The following is an extract from a report of 
Aug. 15, 1929, by one of our Sales Engineers 


> manager, and Mr... , Superintendent, inspected the 
Webb M N operating on can coffee last Monday and the results 
were all that could be desired. 


‘‘During our long stay in the plant there was no sign of a spill and 
the weights were running within 1/32 of an ounce variation, the 
majority being right on the dot. The man in charge volunteered 
the statement that they do not average one spill for every two days. 


“Of course the question of variation in weight of the individual 
can became a subject, but the verdict is that the steady accuracy 
of this type of gross weigher will absorb this, and finish the day 
with more even accuracy and greater production than any known 
high speed net weigher, operating at 60 cans per minute which 
is the output of this M N. 


**Both of the above-mentioned men were highly pleased and I look 
for them to make recommendations in favor of this machine.”’ 


NATIONAL PACKAGING MACHINERY CO. 


477 WATERTOWN ST., NEWTONVILLE, BOSTON, MASS., U.S.A. 
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REDINGTON PACKAGING MACHINES IN AMERICAN INDUSTRY 
CEEY 


“Increased Production over 
that guaranteed by your contracts...” 


A view of the pack- 
ing section of the 
Health Products Cor- 
poration factory, 
showing the impres- 
sive line of Reding- 
ton Packaging Ma- 
chines used for 
**Feen-a-mint.” 

Type 4W packages 
the 15¢ size; Type 
80 the 25¢ size; 
Type 12F the dollar 
size; Type 85A for 
samples. Every 
package is wax 
wrapped on Reding- 
ton Machines. 


writes 
Mr. WM. H. BERG 


General Manager 


HEALTH PRODUCTS 
CORPORATION 


NEWARK, N. J. 
Makers of 
“PFEEN-A-MINT” 





(Mr. Berg’s Letter) ‘Your packaging machines have been 
running very consistently in our Newark factory for the past 
four years. Their attainments have been beyond what we had 
hoped for... I particularly refer to the very few shut-downs and 
increased production over that guaranteed by your contracts. 


“We tried other types of machines and very clearly saw that 
it was advisable to adhere to Redingtons ... We have often 
wanted to tell you that we have the highest type of admiration 
for your method of doing business . .. when a question arose. . . 
you, without question, gave us the benefit of the doubt. 


“Our new products, ‘Cod-Livex’ and ‘Dillard’s Aspergum,’ 
we feel assured will be a success and there is good 
reason to believe that additional equipment will 
be necessary. Your past service to us will be 
remembered when this time comes.” Generel Meneger 


We can save youimoney, too. Consult our 
engineering staff—there is no obligation 


REDINGTON MXxcurnis 


“Precision Engineered” 


for Cartoning, Packaging mo Lo 3 Labeling, Wrapping 


F. B. REDINGTON CO. (Est. 1897), 110-112 South Sangamon St., CHICAGO, U. S..A. 
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Vi sure as the deft touch of the sculptor—so are the designers of the Burt organiza= 


tion in creating containers—expressive, unusual and eye-=satisfying. 


Burt Quality Boxes are leading the way to cleaner and speedier merchandising — 


let us create your next container. 


F. N. BURT COMPANY, Ltd. 
Buffalo, N. Y. 


Manufacturers of Fine Set Up Boxes 


BILR TD ES iON S sid CBE AT | CNS 





R IRT Quality Boxes—whether for simple household needs or popular facial preparas 
tions—combine the grace of quality with the needs of large production simplicity. 


Burt's 35 years of service to America’s needs with small boxes of every description, is 
the power behind the Burt mark. 


F. N. BURT COMPANY, Ltd. 
Buffalo, N. Y. 


Manufacturers of Fine Set Up Boxes 


Mik). DESIONS «ad CREAT LOSS 
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Does This Strike Home? 


Of course your packages are perfect when you ship them. 
But, how do they behave after they leave your packaging 
plant? What happens after they’ve been knocked about in 
shipment? How do they look on dealers’ shelves and coun- 
ters—in window displays? 


Do your labels adhere tightly and neatly, or do they curl and 
peel off while your containers are stored in warehouses or 
standing on shelves? 


Do your cartons remain securely sealed? Or do the glued 


ends spring apart? 


Do your wrappers become stained or spotted because of some 
unknown ingredient in the wrapping glue? Do your wrap- 
pers adhere tightly, or do they loosen or wrinkle because the 
glue doesn’t hold? 


Do your shipping cases stay sealed until they deliver your 
goods? Or do the flaps spring open during shipment, caus- 
ing damage and pilferage? 


Package misfortunes can be avoided easily—by using the 
RIGHT KIND of glue for YOUR KIND of packaging work. 
And, in the end, the right kind of glue will cost much less 
than the wrong kind. This organization, with almost 50 
years of manufacturing experience, welcomes your inquiries 
about the RIGHT KIND of adhesives for ALL kinds of pack- 
aging operations. 


The Arabol Manufacturing Co. 


Largest Manufacturers in the World 
of Adhesives for All Purposes 


NEW YORK: 110 E. 42nd St. CHICAGO: (Cicero) ILL. 
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An 


INVITATION 
and A PROMISE * 


Never in the history of 
the dairy industry has 
there been such a com- 
plete line of money and 
labor saving print room 
equipment as you will 
see in the Automat 
space. Do not miss it. 


a 


HE battle against production costs in print rooms 

is still being waged in our plant . . once again 
we step forth with a new model wrapping and 
cartoning machine involving features and innove- 
tions that will command the interest and challenge 
the attention of all who see it on display in the 
Automat space . . C109. . in Toronto during 
the Dairy Industries Exposition. 


AUT OMAT | 
PRINTING | WRAPPING 6 CARTONING: paviPMeNT 


THE AUTOMAT MOLDING & FOLDING CO. 
TOLEDO, OHIO 





* See us at Toronto— October 21 to 26 
and we will show you a NEW Automat Model 
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uterson Parchment steps ahea 


How this national advertising can 
help YOU sell more of YOUR BRAND 


Note the Paterson keymark, illustrated in the lower right hand cor- 
ner. It is being featured in this way in all of our pages in The 
Saturday Evening Post. You can use this keymark on your wrapper at 
no added cost. It will help to bring an extra quality appeal to your 
product. Full details on request 
7 Paterson Parchment Paper Company, Passaic, N. J. 
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Three Gum Carton Sizes—130 Wax-wrapped Packages per Minute 
All Handled on One Machine 
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Model 33 
Special construction with magazine intake. For high speed 
continuous duty wrapping, balanced sturdy mechanical 


design is needed. 


Model 33 reaches high speed without vibration, and with a 
surprising noiselessness of operation—as all cams are elimi- 
nated on the machine. 


Instead the patented rocker and link 
movement here illustrated is used. 


So accurate is the machine’s 
design that even at speeds of 
130 per minute, changes from 
one size package to another take 
only five to eight minutes’ time. 


For details write to 


BATTLE CREEK WRAPPING MACHINE COMPANY 


Manufacturers of Automatic Wrapping Machinery 
See our Data 
in the 


BATTLE CREEK, MICHIGAN okcracittatazog 


London Office: C. S. duMont, Windsor House, Victoria St., Westminster, S.W.I. 
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Ready now 


for 1930 


Vv 


CLAIRVOYANT 


» » 


DREAM SHIP 


» » 


TUDOR 


To the wide and 


colorful array of packages already avail- 


able to manufacturers of fine confections, 
the American Can Company adds the six 
distinguished new designs shown on the 


two sides of this page. 


If you seek a talisman that can break 
down all barriers of indifference—bring 
new prestige and selling power to your 
candy—these richly lithographed metal 


boxes invite your most serious consideration. 


AMERICAN CAN 
COMPANY 





Pred 


from the brush of Canco artists 
O; surpassing interest 


and beauty are the aristocratic new candy 
boxes now available at Canco. 


Plan now for your holiday business. 
Select one of these luxurious new candy 
packages for your own. It will prove to 
be one of the swiftest, surest salesmen 


you ever put to work. 


PERGOLA 


» » 


HARVEST 


» » 


ENTHUSIASM 


AMERICAN CAN COMPANY 


New York San Francisco Chicago 
New York Central Bldg. 111 Sutter St. 104 So. Michigan Ave. 




















UNIFORMLY STRONG and DURABLE 


PAPERGLAS 


is all #1 Full Bleached quality— 
the best glassine paper obtain- 
able. 








The sixteen beautifully embossed 
designs allow versatile packaging 
treatment. Paperglas gums and 
prints perfectly—keeps goods 
fresh and clean—dresses up your 


Many Exclusive : : ; 
package with a protective cover- NV et ght Ss 


Desidns : 
ing that pulls sales. 

Picture your package with Paper- 
glas. It will pay you to write for 
samples. 


ie Sg 





| E WESTFIELD RIVER PAPER CO., Inc. 
Easily RUSSELL, MASS. 
(Gavlialsarcre 





For Window “es : For Food 
Envelopes Bs hy Wrappers 





Te ae oie eee: 
ovim sfetel Akers eee fee For Illustration o> ¥ . For Package 
Covel's iene ge Covers 5 ox \Vrapper's 








PAPERGLAS 
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. = old machines to wear out before realiz- 
ing the savings and better wrapping 


more modern machines will give you. 


MANY of the packages you see on sale are 
being wrapped on machines of ours 15 to 
20 years old—yes, and some may be older. 

We take pride in this long life of our 
machines. Yet we must, at the same time, 
point out to such manufacturers that vast 
improvements have taken place within 
the past ten years. New machines now 
available have such decided advantages 
over older models that in many cases a 
manufacturer is losing money if he does 
not use them in place of the old machines. 

For example, our new toilet soap 
wrapping machine does 150 cakes per 
minute. This is just about twice as fast 
as the older machines can do. Twice the 
speed means cutting floor space and labor 
costs in half. 

The standard carton wrapping machine 
formerly wrapped only 40 packages per 
minute. Our new model does 70 per min- 
ute—14,000 more per day, with the same 
amount of labor. In a year this means a 
saving in labor equivalent to the former 
cost of wrapping 4,200,000 packages. 


In a growing business the greater pro- 
ductivity of new machines often makeeg 
it unnecessary to build a new addition 
to the plant—less money tied up in 
buildings. 

Often our new machines also make de- 
cided savings in wrapping material—only 
a few inches per package perhaps, but 
when multiplied by the thousands or even 
millions of packages wrapped in a year, 
the savings amount to important sums. 

In businesses where costs in general are 
rising, the savings made by more modern 
wrapping machinery are a large factor 
in maintaining the product at a popular 
selling price. This is especially important 
with 5c, 10c and 25c sellers. 

We will be glad to discuss your pack- 
aging problems with you, and give you 
the benefit of our recommendations. Get 
in touch with our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 


New York: 30 Church St. Chicago: 111 W. Washington St. 
London: Baker Perkins Ltd., Willesden Junction, N. W. 10 


See a : io :. 7 Wi | 
PACKAGE MACHINERY COMPANY | 


Over LI0 Million Facha Jes per da} ry are rapped 0 ON OUs. Mac TAS 
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QUEEN MARIE ANTOINETTE AND HER ATTENDANTS IN THE GARDEN OF VERSAILLES 


The ARISTOCRACY of Color 


Cotosrui COSTUMES have 
always played a part in helping royalty +o look 
royal. Otherwise, in the eyes of the world, a queen 
might only a peasant be. By the same token, 
modern manufacturers are using Maryland Royal 
Blue Bottles to lift their products out of the com- 
monplace and mark them with distinction. In this 
age of keen competition, Maryland Royal Blue 
Bottles are valuable sales assets because of their 
beautiful color and high attention power on display. 
Consider the use of these distinctive blue bottles for 
your products. Read the complete story of their 
merchandising advantages on the back of this page. 


MARYLAND 
6 Poval. Blue? 
BOTTLES 








Your Bottled Preparations 
Need More than a Colorful Box or Wrapper 


assure a bottled product maximum atten- 
tion on display. The bottle itself should also 
be vivid and distinctive. For users of the pro- 
duct naturally are more familiar with the 
appearance of the bottle than the box it comes 
in. Hence, in modern window displays, both 
are shown. 


. COLORFUL BOx Of wrapper is not enough to 


That is why it will pay you to pack your 
products in Maryland Royal Blue Bottles. 
They always stand out on display because of 
their vivid and distinctive color. Thus, they 


make your preparations easier to sell, because 
of the well-established merchandising principle 
that ‘‘the more readily a product is seen and 
remembered, the more freely it is bought.”’ 


In addition to royal blue containers, we 
manufacture green tint and flint bottles of the 
highest quality. Modern equipment, skilled 
workmen and high-grade materials are your 
assurance that all Maryland bottles are of uni- 
form quality, accurate capacity and dependable 
strength. Write today for full information and 
sample bottles—royal blue, green tint or flint. 


MARYLAND GLASS CORPORATION 


BALTIMORE, MARYLAND 





RoyaL BLuE + GREEN TINT 


FLINT CONTAINERS 





New York Representative, 277 BROADWAY 


®, : 
hide 


Pacific Coast Representative, PACIFIC COAST GLASS CO.,SAN FRANCISCO, CAL. 
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GREEN TINT ROYAL BLUE 
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FAVORABLE PUBLIC OPINION 


A reputation for properly packaged goods 
creates favorable public opinion and is an 
invaluable asset. 


Why not acquire this reputation for your goods 


by using CENTRAL WAXED PAPER COMPANY 
WAXED PAPERS? 


We have a grade of paper for every use and 
purpose. 

Our Laboratory will be glad to make tests to 
determine whether waxed paper would be ad- 
vantageous for you to use and recommend the 
most economical grade and the proper way for 
you to use it. Write today for samples and 
complete information. 


CENTRAL WAXED PAPER COMPANY 
5659 W. Taylor Street CHICAGO, ILLINOIS 
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Another 100% Automatic Machine! 


WE have developed a machine for auto- 

matically assembling and packing rec- 
tangular or round packages in solid fibre or 
corrugated shipping containers which has 
proved a tremendous labor saver in plants 
in which it has been installed. 


We can pack the output of several manufac- 
turing lines, by conveying them to a single 
packing machine, and with the aid of but 


one operator, can pack them in the contain- 
ers, without injury to labels or to the pack- 
ages themselves, delivering them on con- 
veyor ready for sealing. It is not necessary 
to have the bottoms of the cases made up 
before being packed. 


The illustration shows a machine built for 
one of the large manufacturing confec- 
tioners. 


Write our Engineering Department if you have a sealing problem 


MAILLER SEARLES, INC. 
135 Fremont St. 
San Francisco, Cal. 


JOHN F. WILLARD & SON 
335 E. 4th St. 
Los Angeles, Cal. 


Ctandard 


SEALING EQUIPMENT CORPORATION 


CHICAGO, ILL. 
208 West Washington St. 


Cc. S. du Mont 
Windsor House 
Victoria Street, S.W.I. 
LONDON, ENGLAND 


Rawson Street and Queen's Blvd., LONG ISLAND CITY, N. Y. 
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BOX 
POWER 


The main reason for box or package coverings 


is to create sales of merchandise. 


Specialty Papers by Dejonge give more than 
mere appearance to boxes; more than beautiful 
colors and unique designs. They give BOX 
POWER ... . attention compelling selling 


power! 


Send in the coupon below for the latest Dejonge 
sample book showing Specialty papers by 


Dejonge which assure BOX POWER. 


NEW YORK (@Quoews) CHICAGO 


LOUIS DEJONGE & Co. 


COUPON 




















Louis Dejonge and Company, Dept. C., 
69 Duane Street, New York City. 


Kindly send me sample book. No, 218 
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“AN apple a day to keep the doctor away’’—SEF TON Car- 
tons and Display Cartons to keep the Business Doctor 
away from you. 


SEFTON Salesmen will be glad to show you how merchan- 
dising ideas incorporated in carton design and coloring will 
keep your package a vital sales force. 


Your cartons must work for you—every time they are seen 
they must deliver a sales or service message. Let SEFTON 
show you how! 








SEFTON Shipping Containers are in the same category 


SEFTON MFG. CORP 


59 East Madison Street BROOKLYN, NEw YORK 
CHICAGO, ILL. ANDERSON, INDIANA 
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Duplicates the 
ertical “Thrust-Twist’’ 


but with a speed and uniformity 
no human hand can equal 





HE New CAPEM Machine applies any rotating cap to any de- 

sired tightness at the rate of 40 per minute, without strain on 

the threads of the container neck. This is made possible by a new 
thrust movement which duplicates the ‘‘pressure-twisting’’ action of 
the human hand. Thus, as in hand-capping, the energy is applied by 
movement in two directions—the usual lateral twist motion and a 
gentle vertical thrust which removes the tightening task from the 
threads. This gives your cap a perfect, always uniform seal, air-tight, 
but still easily removable by the customer. 


The CAPEM Machine takes your jars, bottles and cans of any size 
or shape from your conveyor belt, sorts, feeds and attaches the caps 
automatically without marring cap or container, and returns the cor- 
rectly capped container to the conveyor—without being touched by 
human hands. Used for years by biggest makers of cap-sealed prod- 
ucts. Send a sample container and brief statement of your require- 
ments—and we will show you how you can save costs on capping and 
get a more perfect, uniform result. No obligation. 


CAPEM S-1-F 
Automatically caps any 
container at the rate of Registered Trade-Mark 
40 containers per minute. 
Caps put on with any 
tension desired. Com- 
pensating movements 
provide for variations in 
size of caps, necks or 
height of containers. 


CAPEM MACHINERY CORP. 
1400 West Avenue, Buffalo, N. Y. 


London Representative, C. S. duMont, 
Windsor House, Victoria Street, London, England 


> Ln tn tn tn tn ty > Lp By Bn By > A> A> A> A> 
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Ferguson Machinery Packs 


Both Aristocrat and Plebeian, Economically 


Ferguson Automatic Packaging Ma- 
chinery packs many aristocrats of 
American products, as well as many 
very useful plebeians. And for both, 
Ferguson packaging is the most eco- 
nomical, the most efficient of modern 


develops enthusiastic custom, and 
thus increases sales. 


The machines themselves are eco- 
nomical, as they require a surprisingly 
small amount of space, replace the 
cost of several laborers, and produce 


methods. with speed unsurpassed in the pack- 


: = ing world. 
For Ferguson machines are so scien- 8 


tifically built to suit the problems of 
each product to be packed, that they 
attain the height of efficiency. Effi- 
cient packing is the most economical, 
because it keeps the product intact, 


‘CANADA DRY’ 
The (hampagne of Ginger Ales 


Its unforgetable flavor 
adds pleasure to any 
occasion. Like the 
aristocrat it is, this fine 
old ginger ale makes 
its quality quietly felt. 
Packed with height of 
efficiency; it reaches 
your kitchen as fresh 
and sparkling as when 
it left the factory. 


Examples of these Ferguson advan- 
tages are found in manufacturing 
plants the country over. Consult a 
Ferguson engineer, without obligation, 
about your problem. 





Pictured below is an installation 
of a Ferguson Automatic Con- 
tainer Sealing Machine in a 
Canada Dry Ginger Ale, Inc., 
plant. This Ferguson machine is 
only one of several that this com- 
pany is using to solve its produc- 
tion packaging problems. Each 
one makes a great saving in labor 
and floor space, and handles about 
1000 cases per hour. 
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Appetizing 
Prelude to 
Dinner 


Consult a 
Ferguson 
Engineer 
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The Ceaseless Demand on 
our industry for something 
new, something more 
beautiful is ever in the 
mind of our service 
department. We are 

ready to work with 

you in the crea- 

tion . of . new Ww 
sales produc- R. 














ing contain- 
ers . for 
1930 





WE RITCHIESCOMPANY 


831 West Van Buren St., Chicago, Ill. 
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We make all types of Cans including a 
good many specials that were designed 
in our factory. We may be able to im- 
prove your package. Why not try us? 


WC RITCUIEeCOMP 


831 West Van Buren St., Chicago, Il. 
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AMERSLE Y—the 
inventors of waxed 
papers—once again 
blaze the trail with a 
new paper—different, 
original and radical; 


for CARTON SEALING. 


Test this paper yourself; 
sample roll cut to your 


size on request. 


THE HAMERSLEY MANUFACTURING CO. 


GARFIELD, NEW JERSEY 
Paper MAKERS 
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perfume ~ ~ ~ 
~ ~ ~ or pickles 
massage cream ~ ~ 
- - ~ or mustard 


so many products of varied 
description depend upon 
printed labels to give them 
a “voice” that it is import- 
ant their design be assigned 
to specialists in this field. 





Crescent folks know label design, 





and, what is just as important, the 
gv ™ furnishing of engravings for good 


reproduction. 
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l= is not an idle jest with Stokes 
& Smith American Fillers. Here 
we have three distinctly different 
materials—grated cheese, face cream, 
and cocoa—filled with equal facility. 


1/2 oz. up to 5 lbs. 15 to 25 per 
minute. 


To crown that, these three contain- 
ers are distinctly different in shape 
and volume. 


This Universal Machine will fill any 
powdered or granular product—also 
pastes and creams. 


Write us for estimates 
FILLING MACHINES—CARTON SEALING MACHINES—WRAPPING MACHINES 


STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 
LONDON OFFICE—23 GOSWELL RD. 
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Space costs 
for only one 
issue a year but 
continues as ef- 
fective through- 
out the _ year. 
Supplements and 
adds interest to 
your other adver- 
tising. 


It aims at 

100% com- 
pleteness and 
accuracy regard- 
less of advertising. 
Contains valuable 
editorial features 
not obtainable 
elsewhere. 





IN PLANNING FOR 1930 


Provide for adequate representation in the PACKAGING CATALOG— 
the book to which leaders in the packaging industry refer when they 
buy or specify materials, equipment, machinery used in various 
packaging operations. 

The PACKAGING CATALOG, now in its second year, is serving more 
than 32 industries and more than 9000 of its leading buyers. In the 
first edition 70 concerns used space. 


The PACKAGING CATALOG contains the only complete Buyer’s 
Directory published in the packaging field. Advertisers are listed in 
bold-face type with page number of advertisement after each and 
every listing. This “spotlights” your name and product. 


Cost of space astonishingly moderate—distribution 9000 guaranteed— 
For insurance against neglect, use the 1930 PACKAGING CATALOG. 


BRESKIN & CHARLTON PUBLISHING CORP. 
11 Park Place New York, N. Y. 
307 N. Michigan Blvd., Chicago, Ill. 
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On the SEA of SALES, only a colorful, 
well-designed package will carry your 
product buoyantly over the waves of 
competition. 


The package doesn’t make the product, but it does 
make folks see it. It bespeaks the goodness of the 
material within. 


is your 














Brooks Lithography overcomes to-day’s intense 
competition for the buyer’s eye. Its sales aids in- 
clude— 


Folding Box Division General Lithography 

Lithographed Folding Boxes Box Wrappers, Package Inserts 

Counter Display Containers Labels, Folders, Booklets 
Display Cards—Cut Outs Commercial Stationery 


Ask The Brooks Company to make your products 
SEE-WORTHY for pone trip on the Sea of Sales. 


eee 
= row 








BROOKS 83%: COMPANY 
SPRINGFIELD, MASSACHUSETTS 


PHILADELPHIA +« NEW YORK + BOSTON + PORTLAND, MAINE 























Painting With the Rainbow 


The artist pays tribute to the supremacy of 
color. And so, unconsciously, does the Ameri- 
can public, seeking always bright hues and 
smart new color combinations. 


Use color freely. It costs little and adds much. 


Let the very paper carry.a rich background 
of brilliant hue as background for your 


message. 
Send for the books of The New York-New 
England Company samples, in many pleas- 
ing tones and finishes. 


This swatch is Supremetone Box Paper, de- 
sign No. 5, available in 26 inch rolls. 


The New York-New England Co. 


OKE, MASSACHUSETTS 
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PNEUMATIC SCALE CORP. Ltn. 
Norrotk Downs, Mass. 


Branch offices in New York, 26 Cortland Street; San 
Francisco, 320 Market St.; Chicago, 360 No. Michi- 
gan Ave.; Melbourne, N.S.W. and London, England 


Tue majority of 
America’s leaders in mass pro- 
duction to whom packaging effi- 
ciency and costs are of vital im- 
portance —a matter even of the 
difference between a profit and a 
loss — use Pneumatic Packaging 
Machinery to insure against wast- 
ed seconds and profit losing mis- 
takes. In their plants, Pneumatic 
Machines have, for years, stood 
the test of high speed, mass pro- 
duction. 
The Pillsbury Flour Mills Co. 
bought their first Pneumatic Ma- 
chine in 1911. Since that time, 
they have added 74 more to help 
their packaging operations keep 
pace with their steadily increas- 
ing sales and production. Theirs 
is a practical duplication of the 
experience of the Great Atlantic 
and Pacific Tea Company, Col- 
gate-Palmolive-Peet Comnany, 
Lever Brothers, Swift and Com- 
pany, and hundreds of others of 


similar importance. 


The Pneumatic Scale System of 
Packaging Machinery is built on 
the basis of unit design that allows 
the manufacturer to start with 
one machine and add on corre- 
lated machines as his needs in- 
crease, until his entire packaging 
operation is automatic. An inter- 
esting presentation of Pneumatic 
Scale Packaging Machinery... 
printed in full colors and featuring 
a story of service to America’s 
leaders in mass production, has 
just been issued. Write for the 
new book, “An Interview.” 


AMERICA’S LEADERS 
IN 
MASS PRODUCTION 


J. 8. PILLSBURY 


PILLsBUuRY FLOUR MILLs COMPANY 


“A few seconds per package wasted, or a 
mere shade of overweight, may mean the 
difference between a profit and a loss. In 
the modern competitive race for lowered 
costs, food specialties must be weighed with 
absolute accuracy, packaged, sealed, and 
labeled at high speed... We have found 
Pneumatic Scale packaging machinery an 
invaluable step in economical production.” 


NEUMATIC SCALE 
ACKAGING MACHINERY 
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The PACKAGE 


as an Index lo Merit me 


sein good psychology in the attractive, unin- 
jured package received through the mails, with contents 
undisturbed. The way to have this security and satis- 
faction is through better built mailing boxes. 





Mason Modern Mailers are constructed for those who 
want toinsure safe delivery, create a favorable impression, 
and reduce postal shipping costs through increased | i}. 
efficiency. The Mason Letter Box 
carries letter or bill first class postage | 


. . fe. with merchandise. One of many ex- 
1. They are exceedingly light but absolutely safe eliigively, Mason products. 





2. They save considerable in packing time. 
3. They eliminate wrapping, tying, sealing with tape, labeling. 


4. Their patented fasteners are a unique Mason development. 22 


oe 


5. Their attractive color is made to Mason specifications. 


6. Their many imitations are their greatest endorsement, but the hidden 


Nem, 
ie 


Tell us your packaging requirements, what you ship by mail and how and without obligation we S 
will suggest a Mason solution. Write for samples and catalog. e 


vy 


2 
features of construction, perfected by Mason, are not duplicated. aS 
7 


Ma/on 2 


Modern Mailers 


The Mason Box Company, Attleboro Falls,Mass. 
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their abaee. They ar are daring in motif, 
yet not excessively done—they add 
emphasis to the modern trend in 
packages and wrappings, FLORENTINE 
PRINTS are equaled only by the best 
European creations and areavailable 
in four beautiful color. 7 
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and in several designs. With Cc 0 
paper the choicest de laxe ps 
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Check Up on the Speed 
of Your Packing Room 








Plant of the Reliable Paper Box Co., Chicago, III. 


Monitors Will Plug the Profit Leaks 


How long does it take one person in your 
packing room to bottom-seal 3000 con- 
tainers? 


Where MONITOR stitchers are used, this 
task is done in one day. How does that 
compare with your production? 


You simply can’t realize minimum cost in 
sealing containers, until you’ve discarded 
the old, slow method of taping and gluing 
by hand and using the better, faster facili- 
ties of today. 


MONITORS—that’s what you need. 
They do the work in less time....they 
cut costs—increase profits. For they 
don’t require skilled operators. Any girl 
can run one—no need to fear jamming or 
clogging—-and there’s no upkeep expense. 


No matter how you now prepare your car- 
tons for packing, it will pay you to look 
into the advantages of MONITORS.... 
Learn how they will actually make money 
for you. Don’t put it off. Use the cou- 
pon today! 





LATHAM MACHINERY COMPANY 
1143 FULTON ST., CHICAGO, ILL. 


NEW YORK, 461 EIGHTH AVE. PHILADELPHIA, THE BOURSE BOSTON, 531 ATLANTIC AVE. 


Latham Machinery Co. 


All right, show us how the MONITOR Bottom Stitcher will cut our costs. 
1143 Fulton St., Chicago 


Address 
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ENGINEERS 


Always Choose Peters 


if you buy packaging machinery on facts—facts of reduc- 
tion of production cost, long life, freedom from repairs, 
labor saved—and above all, the finest sanitary and clean- 
appearing package ever produced—hbasing your purchases 
on these facts, indicate Peters exclusively. 








PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.US.A JON 
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‘Picture your products in. 





PERFECTION 
BOX COVERINGS 


HERE ARE hundreds of advanced and 
beautiful motifs to choose from all 
created by the leading stylists in the 
most popular color combinations. 
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It costs no more to use the best. 


Qf Use Our Sample Service Freely ¥O 


ROYAL CARD & PAPER CO. 


Manufacturers of “Decorative “Papers 
ELEVENTH AVE. & 25th ST., NEW YORK, N. Y. 


DISTRIBUTORS 


HENRY L. GOODMAN, Boston Representative B.C. PALMER & CO., Houston, Tex. 
BRADNER SMITH & CO., Chicago, Ill. CRESCENT PAPER CO., Indianapolis, Ind. 
JOHNSTON PAPER CO., Cinéinnati, Ohio JOHN A. HEINRICH, INC., Minneapolis, Minn. 
CENTRAL OHIO PAPER CO., Columbus, Ohio E. C, PALMER & CO., New Orleans, La. 
E. C. PALMER & CO., Dallas, Tex. ~ CARPENTER PAPER CO., Omshs, Neb. 
CARTER, RICE & CARPENTER, Denver, Colo. RAYMOND & McNUTT CO., Philadelphis, Pe. 
SEAMAN PATRICK PAPER CO., Detroit, Mich. BROOKS PAPER CO., St. Louis, Mo. ~ 
ZELLERBACH PAPER CO.— E. C. PALMER & CO., Tampa, Fla. 

Divisions in the Principal Cities on the Pacific Coast. In Canada—PAPER SALES, LTD., Toronto 
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HIS SHELVES 
WERE 
PDEE AED 























HE old storekeeper—his shelves were drab—his windows dusty— flies 
sampled his sugar. His customers were sombre in dress and manner. 
The lights were dim—the odor musty. It was colorless—more than 
that—it wasn’t clean. People came to buy—they had to. 


The sanitary, convenient, attractive features of boxed goods changed 
that scene. And it’s still changing. A few years ago a box was a dis- 
tinction in itself. But no longer. For now color is as rampant as it 
once was dormant. The modern storekeeper is selling by preference 
and by demand, articles in boxes that gain attention by color, and 
suggest quality by feel. 


Are your boxes keeping pace with this modern trend? For a box to 
look and feel its best there is nothing like Ridgelo Clay Coated Folding 
Boxboard. Its satin-like surface prints or lithographs sharply, cleanly 
and brightly. It is durable and does not collect dust. The colors stand 
out. Firm and strong, it is ideal for every need. 


For boxes of modern character — 


RIDGELO CLAY COATED FOLDING BOXBOARD 
Made by 
LOWE PAPER COMPANY 


RIDGEFIELD, N. J. 
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It will pay you to read this interesting 


and valuable book . . it’s free 


“The 

Sales Value 
of the 

Container” 
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40 Pages ie is no room in modern business for the unpro- 
ductive package. The marketing, advertising and sell- 
ing plans of today demand “packages that sell.” 


of Valuable Information 
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Here at last, is a modern book that will 


help you decide many things concerning 
your packages, It is full of valuable infor- 
mation compiled by capable merchan- 
dising men. Among the many subjects 
covered are: 


The old container—can you 
change it profitably ? 

Sales Value of Appearance. 

Sales Value of Utility Features 








MP 

An easy way to get your copy 
CONTINENTAL CAN CO., Inc. 
100 East 42nd Street, New York City 


Please mail a copy of “THE SALES VALUE 
OF THE CONTAINER,” which, I understand 
comes without cost or obligation to me. 


Just give this to your Secretary 


The sales value of your container is vital. Its attractive- 
ness and utility features are the most effective weapons 
you can use to make it stand out above others at the 
“point of sale.” 


Whether it’s the creation of a new container for your 
products or “sprucing up” an old one, it will pay you well 
in increased sales to read this authoritative booklet. 


Your copy is ready for mailing. Just return the coupon 
and it will be sent promptly, without obligation. 


CONTINENTAL CAN COMPANY, INC. 


Executive Offices: 
New York: 100 E. 42nd St. Chicago: 111 W. Washington St. 


29 Plants At Your Service 
"It’s Better Packed In Tin” 
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The Package of the Month 





By CHARLES M. PRITZKER 


PON entering a highly competitive market with a 
U new razor blade, the Auto Strop Safety Razor Co., 
Inc., wisely decided to select a package that would 
be capable of playing a major role in the merchandising 
campaign. Believing that the package would be a large 
factor in breaking into this market the company realized 
that the successful introduction of the new blade de- 
pended upon the selection of a package that would at- 
tract international attention, possess a high degree of 
memory value and firmly establish the identity of the 
product. 

An analysis of this market showed that the majority of 
competitors were using package designs developed along 
conservative lines. Many of them were package de- 
signs that had been 
in use over a consid- 
erable period of time. 
For this reason the 
company was anxi- 
ous to obtaina 
package entirely dif- 
ferent in both color 
and design from any 
others on the mar- 
ket at present. 

Outlining the re- 
quirements of a 
package for this new 
product the com- 
pany decided that 
the package design 
selected must possess 





Advertising Manager, Auto Strop Safety Razor Co., Inc. 





of masculine appeal in order to attract this market. 

3—The package should offer complete protection for 
the sharp edge of the blade during shipping, display and 
in the user’s home. 

4—Package design should be suitable for use in all 
forms of advertising both in the United States and in 
foreign countries. 

5—The name of the product and the type face em- 
ployed in the package design must be international in 
character and phonetically pleasing. 

6—Design should be suitable for reproduction in 
various types of packages required—envelope, small 
carton, large carton. 

7—The design should be modern both in motif and 
application. 

An industrial de- 
signer who has a 
splendid background 
of extensive mer- 
chandising _experi- 
ence was directed 
to create a design 
which would meet 
the above require- 
ments. A number 
of sketches were pre- 
pared and from these 
the final selection 
was made. 


HE design final- 
ly selected was 


the following char- developed in brilliant 
acteristics: butterfly colors—red, 

1—The motif of blue and two shades 
the design selected An unusual design motif is applied to all types of packages of bright green. 


for the package must 


The use of butterfly 









colors was suggested by the three perforations in the 
blade which are butterfly-shaped. The lettering em- 
ployed for the trade name is a modified modern type 


27 


be suggestive of the character and quality of the product. 
2—Design and colors should present a sharp contrast 
‘o other razor blade packages and possess a high degree 
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and possesses marked legibility. The arrangement of 
the colors and the slanting position of the design is 
suggestive of the keen, sharp edges of the blade. 

This new design is entirely different from any other 
blade package on the market today. Because of the 
strength of the colors employed and the direct dynamic 
quality of its composition it possesses a distinctly 


masculine appeal. 
A Protection of the 
NNOUNCING 
EW 
"PROBAK 


cutting edge of the 
blade is assured un- 

the finest 
double-edged razor blade 


der all conditions 
by the method of 
ever built 


packaging. The 
blade is first 
wrapped in a wax- 
paper envelope and 
then in a printed 
envelope _ bearing 
the package design. 
These envelopes 
are then packed 
: ; into folding cartons 
PI AT (ges. holding five or ten 
qntNEW Sree / blades and _ these 
Peer arya PROBAK cartons are com- 
pletely sealed in a 
Cellophane wrap- 
per for protection 
against atmos- 
pheric conditions. The large package holding ten or 
twenty of the individual packages is a two-piece set-up 
box covered with a wrap upon which the distinguishing 
design is printed. This type of packaging assures com- 
plete protection of the blades under all conditions. 











ABSOLUTELY 
GUARANTEED ¢ 





The package is featured in newspaper 
display advertising 


HE design has proved highly suitable for use in ad- 

vertising. Believing that constant repetition of the 
package form in advertising is the surest way of fixing 
the identity of the product, the company is featuring 
reproduction of the package in all forms of advertising. 
Displays consisting of giant reproductions of the package 
and streamers showing the package are distributed to 
retail stores to insure effective window and counter dis- 
plays. These displays are so constructed that they 
may be shipped flat and assembled by the dealer. Black 
and white reproductions of the package are being used 
in newspaper and magazine advertisements in the intro- 
ductory advertising campaign. Advertising folderettes 
showing the package in natural colors are being dis- 
tributed to retail dealers. 

As this company enjoys almost universal distribution 
of its product the selection of a name for the new blade 
presented many difficulties. The name finally selected— 
Probak—was chosen because it was phonetically pleas- 
ing, without previous significance in any language and 
entirely unlike any other trade name. ‘The combination 
of colors used in creating the design was original, and 
as far as it was possible to determine, without resem- 
blance to any other package on the market. 
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The simplicity of the design and the arrangement of 
the colors is decidedly modern and in keeping with the 
newer trends in industrial design. Dealers have re- 
ported that this package presents a striking appearance 
when displayed in competition with packages of more 
conservative design. 

The method of packaging employed by this company 
is in keeping with the modern note employed in the 
package design. Specially designed machines con- 
structed so as to avoid injury to the cutting edge of the 
blade are installed in the New York factory. Production 
and packaging are entirely automatic and the blades are 
untouched by human hands until they reach the con- 
sumer. 


Packaging Candy for Export 


HE Food Section of the Department of Commerce 

has recently called attention of candy manufacturers 
in the United States to the packaging necessities of the 
United Kingdom. The British people are opposed to 
eating in public, hence instead of adopting the small- 
sized American packages they prefer the larger box for 
their homes, this meaning that American manufacturers 
lose much good trade. It should also be remembered 
that the British trade does not like anything oddly sized 
or priced. 

The gist of the Department’s statement follows: 


“Based on past experience, gum work and jelly candies, candy- 
coated chewing gum, marshmallows and mints are believed to be 
the types of American confections most likely to find a substantial 
market in the United Kingdom. 

“Certain confectionery lines which are popular in the United 
States experience considerable difficulty in trying to enter the 
British market. Bar candy is one of these, as are all confections 
in small packages. There is a popular prejudice in the United 
Kingdom against eating in public and consequently, since most of 
the confectionery is consumed in the home, it is usually bought in 
larger sized containers. 

“‘American manufacturers contemplating marketing bar candies 
or small packaged confections in England should pay particular 
attention to the size of the product and to the price at which it is to 
retail. The British trade dislikes anything which is oddly sized 
or priced, which is usually the case with American articles made to 
retail at 5cents. The English bar corresponding to the American 
5 cent bar is made to sell for 2d. (4 cents); and the next size, al- 
most invariably, is made to sell for 6d. (about 12 cents). Bars 
retailing at 2d. are expected by the trade to weigh from 11/, to 
1'/, oz.; and must be so priced as to reach the retailer at a price 
ranging between 15 and 16 shillings ($3.64 to $3.88) per gross.” 





Enlargements of the Probak package are effectively used in display 
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Packaging “Carter Inx” Products 






Operations Used Offer Interesting Example of Diversity in Use of Labels, 


ROM the earliest history of man many different 
means of recording and communication have been 
employed, from notching sticks and knotting 


Containers and Other Package Adjuncts 


By D. E. A. CHARLTON 







tion, the company has realized the importance of 
“dressing up’’ the Carter line. Colorful labels attrac- 
tively printed have always been used for their value in 


cords to wampum belts and picture rocks. While attracting the consumer at the point of sale. A recent 


these crude means were used for centuries before ink 


came into use by the scribes of the an- 
cients, ink is known to have been used 
by the Egyptians as early as 2500 B. C. 
In China, the invention of ink is ascribed 
to Tien-Tchen, who lived between 
2697 B. C. and 2597 B. C. Ink was 
used, too, by the Greek and Roman 
emperors, but it was not until com- 
paratively recent times, when education 
was made compulsory, that the use of 
ink became universal. 

The foregoing paragraph appears as an 
introduction to an interesting booklet, 
“The Story Your Ink Bottle Tells,” 
published by the Carter’s Ink Com- 
pany, Boston, Mass., manufacturer of 
writing inks, adhesives, carbon papers, 
inked ribbons, fountain pens and me- 
chanical pencils. To those unfamiliar 
with the history and the various proc- 
esses used in the preparation of ink, 
the illustrations and text included in 
this little booklet will be of intense 
interest. 

Established in 1858, this company 
enjoys the reputation of being the 
largest manufacturer in its lines in the 
world. A visit to the plant in Cam- 
bridge reveals many enlightening facts 
relating to the manufacture of the vari- 
ous products and their preparation for 
distribution through retail outlets. It 
is in connection with the latter opera- 
tions that we are particularly concerned, 
for the packaging of “‘Carter’s Inx”’ 
products offers an interesting example 
of diversity in the utilization of labels, 
containers and other packaging ad- 
juncts as well as the methods employed 
in placing the products in the various 
packages for retail distribution. 

Since the early days of mass distribu- 
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Similarity of design is carried 
out on smaller bottles 





Quart size of Ryto bottle in the 


“Cathedral” {design 


example of the value of the container is the new cathedral 


bottle used on Carter’s ‘“‘Ryto” ink. 
It played an important part in a suc- 
cessful campaign to introduce a new 
ink which is gradually supplanting 
other inks because of its unusual and 
improved qualities. Much of the ap- 
peal in this campaign was due to the 
new bottle. 

In 1920 definite steps were taken to 
standardize the appearance of bottles 
and cartons. Inks, adhesives, carbon 
papers and typewriter ribbons were 
classified into families and certain color 
schemes adopted. To tie the line 
altogether a master mark was de- 
veloped consisting of an oval with 
a smaller oval in the center. The 
phrase ‘“‘Carter Products’ was placed 
inside the outer oval and “Inx’’ in 
the inside oval. This identifying trade 
mark appears on every label, carton and 
shipping case except in a few instances 
where it is impossible to use it. This 
change has been appreciated by dealers 
who have found it easier to quickly 
identify Carter products themselves 
in selling and also helps their customers 
in specifying the Carter line. This 
master mark has been used continuously 
in Carter advertising of all kinds until 
its cumulative value to the company 
can no longer be estimated. 


A visit through the main factory in 
Cambridge discloses many points 
of interest to those who are concerned 
with packaging processes, equipment 
and materials. The architectural at- 
tractiveness of the building itself, the 
advantageous lighting, convenient ar- 
rangement of equipment and other 
conditions that make for the welfare 
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Testing glass and filling ink bottles by vacuum system 


of employees and dispatch in operations are all quite 
evident, and the visitor receives the impression of an 
orderly and well-managed plant. 

For purposes of this article, and to give readers an 
idea of the packaging methods used, two production 
lines will be followed: namely, the packaging of the 
2-0z. bottles of “‘Ryto’’ ink and the 2-oz. cylinders or 
jars of “Cico’’ paste. These cover the lines of greatest 
numerical production and represent practically all-auto- 
matic operations throughout. The various steps of both 
of these operations are shown in the accompanying illus- 
trations in sequence. 


HE empty bottles are received on the packaging 

floor in boxes as they come from the manufacturer. 
They are then removed by an operator who tests them 
by clicking several together on her fingers to eliminate 
broken glass, and then feeds them to a conveyor leading 
directly to a vacuum filler. The imperfect or cracked 
bottles are rejected automatically in the filling machine. 
Ink is supplied by gravity to the automatic filler and 
nine bottles are filled at a time, proceeding through in a 
continuous line to the corking unit. An operator places 


Filled and corked ink bottles are labeled automatically 


Fitting corks and pressing them down by machine 


a cork in each bottle as it passes and the line proceeds 
to the corking machine which is, in effect, a pressure 
unit that properly forces the corks into the bottles. The 
corked bottles are then conveyed to an automatic 
labeling machine which places a label on each. The 
bottles are then ready to be automatically inserted in 
the tuck-in cartons and, after closing, the latter are 
packed by hand in wooden boxes containing one and 
three dozen packages or cartons. 

In this unit small sizes of two different blue-black 
inks, one black ink, and five different colored fountain 
pen inks are bottled. By means of a change-over 
junction from one ink-filling machine to another it has 
been possible to eliminate delays in setting up the ma- 
chines for other inks. Such a plan has reduced the 
change-over time so that it averages 15 minutes for 
changing the grips on the labeling unit and other in- 
cidental changes on the cartoning machines, due to the 
use of both square and cylindrical bottles. ‘The average 
daily capacity of the small-bottle ink unit is 180 gross 
per day. Due to improved layout it has been possible 
to reduce the manual labor formerly required and pro- 
duction has been materially increased in this line. 


Automatic cartoning of small sizes of Carter’s ink 
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After testing, paste jars travel to vacuum filling unit 


N packaging the 2-o0z. cylinders or jars of paste, the 
first operation—that of testing the jars—is similar to 

that used in ink filling. The jars are then fed to the 
automatic filling machine where eleven jars are filled 
at one time, the defective ones being discarded by the 
machine as in the case of the imperfect ink bottles. 
The filled jars then proceed in a continuous line to a 
rotary automatic capper, where the lined screw caps are 
placed on each jar and given a sufficient turn to assure 
tightness in the seal. As shown in the illustration of this 
operation, the caps are supplied to the machine by an 
operator. The line then continues to an automatic 
labeler which affixes each label and delivers the jars 
to a rotary brush unit where the labels are smoothed 
down and cleared of excess adhesive. The completed 
jars are then moved to a conveyor bridge and carried 
to the packing table where operators place them in 
. wooden shipping boxes containing three dozen jars. 
Corrugated dividers are placed in the boxes to separate 
the jars as well as to protect them during shipment. 

On the paste filling machine the production is not so 
great. It averages about 160 gross per day. However, 
it takes two girls on the packing end because of the neces- 
sity of including brushes which must be counted and 


Labels are affixed and smoothed down automatically 
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Rotary automatic capper places and tightens jar tops 


placed in each dozen packing. It also takes more time 
to change over the machine on account of the fact that 
it must be thoroughly washed out when changed from 
‘“‘Cico’’ paste to ‘‘Photolibrary’’ paste or from either of 
these to mucilage. It therefore would be of no advan- 
tage to use two filling units with a change-over junction 
on this unit because the equipment is not operating to 
full capacity. 


I’ the packaging of fountain pens and mechanical 
pencils, several types of set-up boxes are used, some 
of which are shown in the accompanying illustrations. 
Necessarily the work of packaging these is a hand oper- 
The boxes are well made, covered with various 
Every care is 


ation. 
designs of decorative papers and lined. 
used so that on display the container protects and at the 
same time forms an attractive background for the in- 
cluded merchandise. ‘These boxes are then placed in 
outer boxes or containers of white news board that serve 
to protect the finish and color of the inner boxes during 
shipment. 

A particularly effective method of packing as applied 
to desk sets is the use of crepe wadding which serves to 
hold the merchandise in place (Continued on page 58) 


Filled, sealed and labeled jars are hand packed 























Mergers Can Improve Packaging 


EVOLUTIONARY changes are evident in the 

methods of financing the progress of food products 
from their origin to their delivery to the ultimate 
consumer, according to an article appearing recently 
in the New York Times. On the one hand, producers 
of foodstuffs under the auspices of the Farm Relief 
Board are entering huge cooperative selling organiza- 
tions to obtain better prices and better marketing 
conditions, while on the other hand the owners of 
processing plants and their selling organizations are also 
merging but with the different idea of reducing costs 
by eliminating duplication in effort and the general 
economies that can be effected by efficiency of manage- 
ment among larger groups. 

Our particular concern is not with the former of the 
two groups—the producer of the ‘“‘raw’’ materials— 
but with the processing organizations who must seek 
adequate and successful methods of distribution of their 
products to the consuming public. The article above 
referred to points out that “the addition in the costs of 
food resulting from more profitable sales by the original 
producers will be offset by savings in the costs of manu- 
facturing and distribution that will be effected in those 
lines so that the change will not result in any increase 
to the ultimate consumer and may eventually result in a 
reduction.” 

Such a statement would indicate that at least some 
part of the savings to be had in manufacturing and 
distribution costs can be obtained through improvement 
in packaging methods and a more effective use of pack- 
ages. We earnestly believe that such is the case. In 
visiting the many plants which we are called upon to do 
as part of our routine duty—and a pleasurable one— 
we have been impressed with the great differences to be 
found in the packaging methods that are in use. And 
this, we might say, applies not only to those plants 
in which food products are packaged. The same con- 
dition prevails as to the types of packages used. Certain 
companies have kept step with the progress that packages 
and packaging methods have made; others are woefully 
behind and have failed to appreciate the full possibilities 
that are offered through the complete acceptance of 
the package by the buying public. 

If mergers of manufacturing companies are to be the 
order of the day—and at present it so seems—we see in 
them a hopeful sign: the further acceptance of efficient 
and economical packaging equipment and the adoption 
of more attractive and sales-compelling packages. For 
it is obvious that any merger of such companies will 
not fail to adopt the best features of its contributing 
units if it expects to realize the full advantages of such 
a combination of interests. 
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The Progress in Bread Wrapping 


T is but a short two years since sliced bread made its 
first appearance. Today upward of two hundred 
baking plants in all parts of the country are engaged in 
the manufacturing of sliced bread and the movement is 
still increasing rapidly with the heavy demand for that 
commodity. ‘The attention which this particular form 
of packaging has attracted is considerable, for not only 
has the subject been extensively dealt with in the bakery 
trade magazines from a production standpoint, but 
much has appeared in publications more directly con- 
cerned with sales and merchandising, and in the general 
magazines of national interest. 

Such publicity, together with the appreciation that 
has been expressed by the buying public for increased 
convenience in an essential and accepted product, 
again points out the important part that packaging, 
properly understood, is playing in trade and industry. 
Merchandising or distribution is of necessity fast moving; 
that is, insofar as the methods employed in creating 
or promoting distribution. It is likewise true that all 
of the factors that enter into such plans are subject 
to change—or should be if products are to keep up with 
the present tempo. So that, likewise, package produc- 
tion methods, as one of the factors, must advance 
and improve—-they are in many instances advancing. 

A case in point is the present method of sliced bread 
wrapping. A recent investigation by our organiza- 
tion finds that the bread tray now being used to hold 
the sliced loaf of bread while being wrapped in wax 
paper constitutes a nuisance to any baker and is a 
source of waste as to boxes and loss of time by the bread 
wrapping machines. And already two leading bread 
wrapping machine companies of the United States have 
either perfected or are on the eve of perfecting sliced 
bread wrapping machines which eliminate the use of 
the bread tray hitherto deemed absolutely necessary 
in the turning out of sliced bread. 


The Acceptance of Beauty 


E have new ideas of utility and a sounder taste 
for beauty, an editorial in a recent issue of Collier's 
tells us. “Invention itself, adding new utilities and 
taking away old machines, necessitated fresh styles. 
The general use of the motor car gave us a new set of 
habits, while the airplane added a spectacular touch. 
Style veers more rapidly than ever because invention 
keeps on altering the physical conditions of life at a pace 
unprecedented for swiftness. 
‘“‘We accept these changes because newer and easier 
ways of doing familiar work are being constantly dis- 
covered. As we move, we demand new styles because 
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universally we are learning to enjoy beauty. The 
things which don’t change are permanent because they 
are intrinsically beautiful.”’ 

What better example of this present mood is to be 
found than in packages? Contrast the containers of 
fifteen, ten and even a fewer years ago with those of 
today and one can easily find a comparison that has 
its parallel in the condition just expressed. Modern 
or up-to-date styles are good because they are created 
and executed mainly along intelligent lines. We cannot 
refrain from saying, however, that in some instances 
the conception of what constitutes “‘modern’’ is mis- 
guided or misinterpreted. But such a condition, we 
believe, is rapidly correcting itself with a quickening 
in the public’s appreciation for real beauty. 

The manufacturer who is today making use of suc- 
cessful packages follows either one of two schools of 
design: that of the earlier masters who incorporated the 
essentials of permanent beauty, or the present artistry 
of intelligence which follows good lines and the correct 
usage of color harmony—both expressive of charm and 
dignity. 


A Food Store of the Future 


HE September issue of the Ladies’ Home Journal 

includes an article, ‘‘A New Food Vision,’”’ which 
pictures a food store of the future as it will appear when 
the new conception of cold or freezing process gets into 
large-scale operations. “It is not a grocery store, or a 
meat market, or a fish market, or a delicatessen, or a 
dairy, or a fruit-and-vegetable market. It is all these 
rolled into one. It is a Food Store, in the broadest 
sense of the words. 

‘This new kind of food store, then, is quite immacu- 
late, not to say scientifically sterile. Practically every- 
thing in the store is put up in sealed packages of con- 
venient size, ready to be handed to the consumer. 
You walk along one side of the store. There, on shelves 
and counters, is the usual array of canned and packaged 
foods, jams, preserves, vegetables, soup, cereals, coffee, 
tea, bread, rolls, cake, and the rest, neatly stacked and 
price-marked. 

“You walk along the other side of the store. Here 
the revolutionary new things meet your eyes. This 
side, devoted to fresh foods, is one great refrigerated 
display case, probably colder than anything of the sort 
now used. One part of the display case, perhaps, is 
devoted to fish. . . . You get meat only, all edible, some 
even cut in individual portions, and packed in neat 
waxed cartons hermetically sealed. 

“The next section, as you walk along, is perhaps 
devoted to meats. Here, again packed in neat cartons, 
or maybe wrapped in transparent cellulose so you can 
see exactly what you are getting, are chops of lamb, 
pork or veal. 

“Maybe the next section has been contributed by the 
market gardener. Here you find, also packed in neat 
sanitary cartons, green peas, string beans, spinach, 
rhubarb, asparagus, tomatoes, cauliflower, and the 
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innocent carrot. And these again are ready for the pot. 

“Next to the vegetables, perhaps, come the fruits. 
Here are strawberries; and by lifting a flap in the bottom 
of the waxed carton, you can see through the inner 
wrapping of moisture-proof transparent cellulose, that 
the berries on the bottom are as choice as those on the 
top.” 

We have not quoted the article in full; merely those 
passages which referred directly to the use of packages, 
but, reading between the lines, it is possible to form a 
picture which is, save for a few details, complete at the 
present writing. The Birdseye process of freezing, 
by means of which foods can be kept fresh for months, 
or even longer, opens up still greater possibilities for the 
use of packages. 


Packages Through a Window 


RANSPARENT packages have had little difficulty 
in establishing their convenience to retailers and 
purchasers of merchandise of almost every description. 
To the former, this type of package has offered a relief. 
from ‘shop wear,”’ together with the several advantages 
possible in the display of the goods; the latter have 
been enabled to view the products so packaged with the 
knowledge that a more sanitary item is being offered 
them than is possible when the goods are unprotected. 
On page 34 we are presenting an article, ‘Packaging 
Textiles Are in Vogue,”’ which outlines the progress that 
has been made in the application of transparent pack- 
aging to merchandise of this group. It is interesting 
to note that this form of a package is not confined to 
goods of feminine consumption. Mere man is given 
a place in the picture and, judging from the increase in 
sales that have been made in articles of masculine 
apparel so wrapped, there can be little doubt as to 
the “package susceptibility” from this quarter. 


Speaking of Signs 


HILE on a recent trip through upper New York 

state, we observed a grocery delivery truck pulling 
up at its “home office.” There is nothing particularly 
unusual in this observation, save for one fact. Both 
truck and the store front carried the slogan, ‘If it don’t 
sell itself, we won't carry it.’’ Our interest whetted, 
we proceeded to satisfy our curiosity, and on entering 
the store found that the above slogan was consistently 
followed: the goods displayed on shelves and counters 
and in the windows were of nationally known brands of 
the sort that have been consistently featured in packages 
that sell. Upon inquiry we found that this particular 
establishment enjoys a steady and fast-growing trade, 
exceeding that of its several competitors by a wide 
margin. 

No one can say today that the buying public is not 
“package minded.” There is an immediate response 
to the container which carries a pleasing and outstanding 
design and form of decoration in addition to its features 
of convenience which likewise appeal to the user of the 
package. 
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Packaged Textiles Are in Vogue 


The Growing Use of Color in Various Lines of Merchandise Has Resulted in an 
Increase in the Use of Transparent Packages 





RANDMOTHER used to buy her famous “red 

J flannels” after testing every stitch and seam for 

quality and longevity. Color schemes and de- 

signs were not the deciding factors, unless she was one 

of the ultra-moderns. But granddaughter, like most of 

us today, is more concerned with ‘‘eye appeal’’—color 
and style are her considerations when buying. 

In every field from refrigerators to wash cloths 
pleasing colors and attractive designs go a long way 
toward ‘‘putting over’ the great volume of sales. Of 
course, the ice machines must be well constructed and 
the wash cloths durable, but that is taken for granted. 
Competition in manufacturing has forced the majority 
of concerns to put out high-grade merchandise—and we 
now expect it as a 
matter of course. 

This vogue for 
beauty, color and 
pattern has success- 
fully invaded the 
textile field with the 
result that we now 
buy green sheets for 
the guest room or 
select a lavender tint 
for bathroom sets. 

Fragile, colorful 
merchandise of this 
character needed 
protection during 
display, and manu- 
facturers of textiles 
have been quick to 
sense the added dis- 
play value of attrac- 
tive packages. Real- 
izing that a large 
percentage of the ap- 
peal of the merchan- 
dise would be lost if 
usual packaging 
methods were employed, many of them have turned to 
transparent packages for the better display of the mer- 
chandise. In many instances complete wrappers of 
transparent cellulose are used while in others display 
cartons with open tops which are covered with trans- 
parent cellulose are employed. Packages of this sort 
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Du Pont Cel!ophane Company 








prevent soiling of the merchandise and permit complete 
display of the delicate colors and designs. 

Sanitation must be watched, too, especially in such 
delicate items as baby crib sheets and wash cloths. 
Now that transparent packages are in use, no human 
hands touch these textiles from the time they are fac- 
tory-wrapped until you open them at home. Washing 
as a precaution against dust, germs and handling is 
unnecessary. This feature is greatly appreciated by 
purchasers of this type of merchandise. 

Haberdashery, notions, household linens and many 
other textiles are now being marketed in packages. 

The illustration on this page shows several of the 
most popular examples of packaging of household linens. 
In these instances 
complete wrappers of 
transparent cellulose 
are used in conjunc- 
tion with printed 
bands and _ labels. 
Upper left is a set of 
sheets and _ pillow 
cases in pastel shades 
manufactured by 
Hunter Mfg. and 
Comm. Co. The 
transparent wrap- 
ping permits com- 
plete display of the 
color and the identi- 
fying labels. Upper 
row center is a roll 
of dress goods manu- 
factured by Fan- 
chon. This also is 
a complete wrapper 
of transparent cellu- 
lose combined with 
paper bands printed 


Delicate colors in household linens are enhanced by the use of transparent wrappers with the name of 


the manufacturer. 
Crib sheets by Wamsutta Mills are first wrapped in a 
wide label decorated with a picture of the product in use 
and the manufacturer’s name, then in a complete trans- 
parent wrapper. The use of this wrapper for merchan- 
dise of this character does away with the necessity of 
laundering prior to use. 
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Other packages shown in this illustration and employ- 
ing the same method of packaging are bath towels manu- 
factured by Tenafly, voile dress goods by American 
Bleached Goods, and kitchen set by Amoskeag. 

The second illustration shows a representative group 
of notion packages. Carters’ cloth doll is completely 
wrapped in a transparent cellulose wrapper, thus assuring 
the purchaser of receiving a sanitary article that has not 
been handled while on display. The sanitary belt manu- 
factured by Elastic Products Co. is displayed in a folding 
carton with a transparent window. Baby wash cloths, 
manufactured by Carter, are wrapped in individual 
transparent cellulose packages and displayed in an at- 
tractive display carton. The manufacturers of Turknit 
facial cloths employ the same method. 

Handynit dust cloths are wrapped in a printed folder 
which describes the uses of the article and carries the 
name of the manufacturer and then in a complete 
wrapper of transparent cellulose. 

Manufacturers of haberdashery have found this type 
of package a valuable merchandising aid. Its use pre- 
vents soiling of expensive merchandise while on display 
and permits customer selection without handling. Dress 
shirts manufactured by Excello are shown in envelopes 
of transparent cellulose which permit selection of weave 
and style. Pajama ensemble units are wrapped in trans- 
parent wrappers and then enclosed in boxes for con- 
venience in stocking this type of merchandise. 

Hat bands, handkerchiefs and soft collars are also sold 
in transparent wrappings. 

There are still a great many textiles being merchan- 
dised without packages but it is hoped that the success- 
ful results obtained by manufacturers of this type of 
merchandise who are employing packages will inspire 
others to follow this inexpensive but effective means of 
achieving proper display and minimizing loss from soiling. 


Purchasers of infants’ wear and toys appreciate the sanitary 
value of packages 
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Packaged haberdashery presents an attractive means of 
displaying these items 


Labels on Chewing Gum 


ABELS on chewing gum, it has been announced by 

the United States Department of Agriculture, must 

not hereafter be misleading. Steps are being taken to 

correct this as well as erroneous information as to de- 

signs of fruit. Just what the Department intends to do 
in the matter is stated in the following: 

“The Federal Food and Drugs Act defines food as 
including all articles used for food, drink, confectionery or 
condiment. Chewing gum contains as much as 75 per 
cent, or even more, of soluble sugars and is held to come 
within the purview of the act if shipped within its juris- 
diction. An opinion to this effect was rendered in 1915. 

“The attention of the Food, Drug and Insecticide 
Administration, which is charged with the enforcement of 
this act, has been directed to the fact that many brands 
of chewing gum, mostly of recent origin, are misbranded 
with respect to composition. These products are 
labeled to indicate that they contain fruit juice or true 
fruit flavor, when in fact they are characterized by their 
content of artificial flavor. The administration is en- 
forcing strictly those provisions of the act that are ap- 
plicable in the case of chewing gum that is misbranded in 
the above indicated manner.” 


A Correction 


N the September issue on page 64 appeared an article 
describing the new Model 8, carton sealing and 
filling machine placed on the market by the J. L. Fer- 
guson Co. of Joliet, Ill. This article stated that a floor 
space of 26 in. by 9 in. was required. This is in error, 
for actually these figures should read 26 in. by 9 feet. 
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A New Package Once a Week 


Pacific Coast Candy and Cookie Concern Finds That Constantly Keeping New Ideas 


UST what part does appropriate packaging and 
J designing play in the sales of cookies, crackers and 

candy? The importance of this problem has been 
carefully weighed and studied by Bishop & Company 
of Los Angeles, California. This firm believes that 
attention to these items has been in large measure re- 
sponsible for the growth of the organization. 

Constancy of demand in the Pacific Coast candy and 
cookie trade seems to center about the idea of continual 
change. No amount of sales effort, however conscien- 
tious and sustained, has been quite able to offset the 
dragging sales of the older package goods. But by re- 
designing both container and wrapper, it has been found 
that lagging goods usually took on new sales life and 
that the yearly sales volumes showed steady gain. 

Variation, change, or whatever one cares to call it, is 
now recognized as much a part of business at Bishop’s 
as any other function of production. It is that integral 
part of manufacturing which 
creates freshness, up-to-dateness, 
smartness and character in pro- 
duction; as well as providing a 
distinct sales stimulus. A new 
package is designed at least once 
each week at this Los Angeles 
factory. The yearly average is 
perhaps sixty new packages— 
new in appearance, color and ap- 
peal. That necessitates a force 
of designers, of course. But re- 
sultant sales have shown the 
program to be more than justi- 
fied. This plan has also given 
to the Bishop factory the key 
link which enabled them to grow 
steadily. 

“Everyone on the Pacific Coast 
seems to demand freshness and 
originality in packaging,’ ex- 
plained Phil Schweringen, man- 
ager of the cookie and cracker 
department of the firm. “In 
the East, I believe a factory of 
our size would need change only about once a month on 
the average. But the West is restless. It has a peculiar 
urge all its own. And that is ‘change.’ True, it makes 
the cookie and cracker business on the coast difficult, 
and has made us do a lot of thinking on the subject 
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in Containers Before the Public Maintains Sales 


By MEL WHARTON 





A few of the packages used in merchandising 
Bishop and Company’s crackers 





of new cartons and wrappers. But the end has always 
justified the means. 

“Noticeable, too, is the tendency of the public to buy 
bigger packages of cookies. Not many years ago the 
standard cookie carton was a 10-cent seller. But the 
business is quickly moving toward the pound packages. 
One has to be careful with regard to the retail price of 
cookies and candies. For instance, there is the buyer’s 
aversion to packages costing either 30 cents or 55 cents. 
Those two sizes just don’t sell. So we steer clear of 
sizes which will drop into those prices. For some rea- 
son or other the public will not purchase packaged 
cookies or candy at either 30 or 55 cents. Accordingly, 
we don’t atempt to force sales against this peculiar con- 
dition.”’ 

“One has to take into consideration also the difference 
in taste during summer and winter months,’ continued 
Mr. Schweringen. “The lighter, plainer cookies with 
vanilla, lemon and _ raspberry 
flavors, such as blend well with 
ices, are best summer sellers. 
In the winter, the more heavily 
flavored goods, coconut and 
frosted, as well as filled cookies, 
and those with nut tops, go well. 
It is wise salesmanship to satisfy 
these demands. As a rule,’ the 
strong colors that strike one be- 
tween the eyes and attract the 
attention of the buyer are the 
ones that create sales. One gets 
the idea of ‘association’ quicker 
when bright colors are used, so 
we attempt to incorporate this 
practice as much as possible into 
the design of our wrappers.” 

Now to be specific. Graham 
crackers are nothing, not even 
in the bakery field, to become 
excited about. They lack the 
“it” which characterizes other 
cookie and cracker products. 
Nevertheless, the graham cracker 
is a staple and continues, through the seasons, to stand 
up in sales volume. One day Mr. Schweringen got 
an idea about graham crackers in general and the manu- 
facture of grahams at the Bishop plant in particular. 
It came about when he saw a man wearing a blue tie 
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with white polka dots. 
Bishop and Company are 
large manufacturers of 
cocoa and cocoa products. 
The idea ran through the 
manager's mind... Polka 
dot, cocoa dot polka 

cocoa dot... And 
right there an idea for a 
new product was conceived 
—a graham cracker with a 
chocolate flavor. Not a 
coated graham but one 
with the cocoa mixed di- 
rectly in with the graham 
dough. 

Then came the name, 
the package and the sales 
plan. From the original thought, the cracker was 
christened Coco-Dot. A cardboard shell for a 20-cent 
seller was determined upon. Coco-Dots were sold 
only in the carton. Wax paper was used to make the 
package moisture-proof. Then the art department 
designed a wrapper of navy blue background with blue- 
white polka dots scattered rather haphazardly about. 
The salesmen did the rest. For a week they con- 
centrated upon the introduction of this package. Every 
salesman wore a polka dot bow tie. The effect was 
magical. In six days, 70,000 packages were sold. 

The management of Bishop and Company is always 
on the lookout for the new and original. This firm has 
found that the effect of constantly keeping fresh ideas 
before the public maintains sales. 

Bishop’s make an enormous amount of candy, most 
of it being sold in packages from a nickel up. Southern 
California is the mecca of many thousands of tourists 
yearly. Most of them are hunting for something to take 
home with them, some souvenir that will be attractive 
and at the same time relatively inexpensive. So the 
organization purchased many thousands of cups and 
saucers in various Oriental and other attractive designs. 
Each cup was filled with chocolates wrapped in colored 
foils of many vivid hues. Pink transparent cellulose 


Automatic wrapping of cracker cartons 
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Foil wrapped chocolates packed in tea cups make 
attractive gift packages 


was wrapped about each 
filled cup and saucer and 
the entire package tied 
with ribbon. Bishop and 
Company has found an im- 
mense outlet for this pack- 
age among the better shops. 
The idea has sold thousands 
of dollars worth of choco- 
lates which otherwise would 
never have found a re- 
sponsive public. 

In addition to placing a 
premium upon originality, 
Bishop and Company, 
which is one of the largest 
manufacturers of candy and 
cookie products west of 
Chicago, has long recognized the value of efficient auto- 
matic machinery. The Bishop plant is a reinforced 
concrete structure at 1356 East 7th St., Los Angeles. 
There are seven floors, each 100 ft. wide and 600 ft. long, 
and equipped completely with conveying, wrapping, lin- 
ing, packing, icing, sealing, mixing, labeling, drying and 
weighing machines as well as being provided with the 
most modern in baking ovens and candy kettles. 

To package the output of this mammoth candy cracker 
and cookie factory two truck loads of packaging ma- 
terials are required daily. Carton shells, waxed paper, 
fancy papers of all kinds, ribbon, foil, tins of many sizes, 
cans, glassware, china, wooden and corrugated boxes 
and liners—all these materials enter into the function of 
production and sales at this plant. 

‘When sales fall off precipitously in the candy and 
cookie business, put the product in a new dress.” This 
is the formula of Mr. Schweringen for maintaining sales 
consistency at his factory. ‘Design new wrappers and 
new packages. Then your product will take on new life 
and sales will revive. Don’t be afraid to exploit in bright 
labels. And change the appearance of the package as 
often as the sales record indicates such a modification is 
necessary. Then your product will show a sharp upward 
sales trend. This is the keynote of the business.” 


Chocolates are automatically wrapped in foil 





Protection Under the Common Law 


Safeguarding the Package from Duplication or Infringement of Design May Be 
Accomplished through Recognition of Prior Rights by Federal Trade Commission 


By WALDON FAWCETT 


NE universal sanctuary there is for all packages 
C) that may lay claim to originality of ‘dress’ or 
design—one legal shelter, broad enough or elastic 
enough to accommodate all trail-blazing package forms 
that need protection against copies and counterfeits. 
A package may be ineligible for a design patent. It may 
bear on its breast no proud trade mark that has invoked 
Uncle Sam’s patronage and in so doing has won a certain 
right of isolation for the package as a whole. Yet is 
there left one refuge from imitation and infringement. 

The common law, so called, is the consolation that is 
open to all jealous packagers when the copyright law 
and other special shelters do not suffice to safeguard the 
distinctive package. The part of the common law which 
is the packager’s last resort is commonly referred to as 
the law against unfair competition. It is essentially 
an insurance against commodity substitution or the 
“passing off’’ of goods. But package trespass is so often 
just that—a matter of package juggling or package con- 
fusion—a fortification against mix-ups, intentional and 
unintentional, is essentially the best guaranty for the 
package that starts out as unique. 

When one speaks of the common law, the very ex- 
pression seems to suggest directness and simplicity. 
Simplicity, that is to say, as compared with the intricacies 
and technicalities of package copyrighting or patenting. 
Yet this ultimate medium of package protection is not 
quite so simple as it sounds. While it is literally true, 
as above stated, that the common law against unfair 
trading opens its arms to all distinctive packages having 
just grievances against pirates and copyists, there must 
be compliance with certain conditions that cannot be 
lightly regarded. The inquiries that have come to the 
office of MODERN PACKAGING show, moreover, that many 
business executives, who have a subconscious awareness 
of the comfort of the common law, are not informed as 
to just how much satisfaction and what kinds of satis- 
faction may be obtained by the pioneer for the passing 
off of another’s package as his. 


EFORE we have a closer look at the limitations and 
opportunities of the common law, it is desirable to 
emphasize the fact that, in one respect, this vehicle is 
different from the other agencies of package protection. 
Copyrighting, trade marking, design patenting and so on 
are all hostages to package safety that start with gestures 
of preparedness. ‘To be sure, the packager who has fore- 
armed himself with certificates of priority signed by 
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Uncle Sam may be compelled at any time to go into 
court or appear before the Patent Office tribunals to 
force rivals to recognize his claims. But, by and large, 
registration at Washington, D. C., and at the respective 
capitals of the states of the Union is in the nature of a 
warning against invasion of intangible assets. And 
countless prospective trespassers are scared away by 
the evidence that a trailed pioneer is ready to turn and 
fight. 

Protection under the common law, if not based on an 
entirely different premise, approaches the responsibility 
from an angle all its own. Here is nothing of ‘‘posting 
the preserves” and scaring away the interlopers by 
threats of trouble. Redress under the common law for 
package transgression is strictly a sequel after the fact. 
The common law does not concern itself with enrolment 
of the time and place of first use of a package wrapper or 
label. It does not fend off, at first appearance, any 
package raiment that, in color or typography, is liable to 
be mistaken for an older inhabitant of the package com- 
munity. Instead, the power of the law against unfair 
trading waits, alert but passive, until a double tracking 
of packages has resulted in public deception and mistakes 
by every-day consumers. 

To the impatient victim of package raiding it may 
appear that the action under the common law is very 
much a case of locking the barn door after the horse is 
stolen. In reality, the situation is not as bad as that. 
Very little loss need be sustained ere the majesty of the 
law can be invoked. And the little is recoverable, since 
the courts, when guilt has been proved, may not only 
issue injunctions restraining continuance of the package 
invasion but may at the same time award damages for 
past misdeeds in accordance with an accounting of profits. 

There remains, at that, the prerequisite of injury ac- 
tually suffered. It is virtually useless for a packager to 
fly to the courts that sit in judgment upon unfair com- 
petition when he is threatened with piracy or is fearful of 
good-will pilferage. To gain standing in the court he 
must be able to show actual trespass upon his industrial 
property. He may find the court quite willing to listen 
to his plea that worse confusion in trade is yet to come if 
an original package be not safeguarded. But, as a 
starter, there must be instances of actual confusion. 
Moreover, the applicant for package vindication must 
be prepared to show that he has suffered not merely 
mental anguish but actual dollars-and-cents damage to 
his business. 
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PACKER MIG. CO..1Nc. 
NEW YORK 
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= Gair Fold- 
ing Cartons harmonize with 
every kind of automatic 
filling machine. Nothing | 
notable about that—but far- | 
seeing care and long prac- | 
tice have brought improve- | 
ments to the surface that 
ensure high-speed and low | 
waste averages in the opera- | 
tion of Gair Cartons. That’s 
the exception. 


Multiple dies for cutting 
and creasing Cartons were 
introduced by Robert Gair 
on April 17, 1868—sixty- 
one years ago. The history 
of modern merchandising 
began then. 


Multiple dies initiated vol- 
ume production, but the 
manipulation of their keen 
and dull blades never ceased 
to be a fine art. The guild- 
master’s touch still prevails 
in our Die Department. 
These artisans have the 
sureness of experience. 
Theirs is the record of 
years. One has just cele- 
brated his fiftieth year in 
our service, 
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ROBERT GAIR COMPANY 
420 LEXINGION AVENUE,NEW YORK 








SHIPPING (A Fs 


> Re > ?- 


‘ 
doar Tan-brown Corrugated Cases have the 
vigor of color, structure and display that brighten 
the face of rough utility. 


The Shipping Carton has a right to the artistic 
touch that gives personality to the Folding Boxes 
and Labels which cloak the merchandise inside. 
The strokes are bolder, nevertheless artistic. 


Gair Corrugated Cases are made full weight, test 
and gauge. ‘ They will stand more crushing than 
Containers of the pallid, gray-complexioned tribe. 
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N recent years, package users have heard more and 

more of the code of fair competition as a guaranty 
of the rights of package discovery or initial adoption. 
But, for many package users, the situation has been the 
more beclouded because two channels of relief are now 
open instead of one. In the older era, the packager who 
wanted revenge upon one who had borrowed his ideas in 
defiance of competitive morals, hailed his enemy into 
court and tried to have a padlock put upon the interfering 
business by direct initiative, so to speak. That is the 
course yet followed by most of the package defenders 
whose packages or distinctive package features have 
been “‘lifted’’ without permission. 

As an alternative, though, the thirster for package 
vengeance now has the chance to enlist the aid of the 
Federal Trade Commission. A packager who is suffer- 
ing from unfair package merchandising has only to apply 
to the ‘‘supreme court of business’’ and that body, if im- 
pressed by the grievance, will take upon itself the sup- 
pression of the counterfeit. The standards of proper 
packaging conduct demanded by the U. S. courts and 
the Federal Trade Commission are pretty much on a par. 
We must, then, examine the corresponding resources in 
order to understand why some packagers pin faith to the 
trade body while others prefer to prosecute their own 
crusades in the courts. 

One consideration that inclines some persons to the 
Federal Trade Commission is that here an aggrieved 
packager may obtain satisfaction of a kind at the cost of 
a postage stamp. When the Commission takes the 
trail in pursuit of a package transgressor, it makes the 
case literally its own and bears all the expenses. Thus, 
a complainant is saved lawyers’ fees, and maybe, court 
costs, not to mention bother and money. On the other 
hand, the Commission does not take up every case of 
package injustice for which its good offices are sought. 
And the trade body is so swamped with work that a 
packager, who is keen for quick action, may prefer to 
take his chances in the courts and pay the difference in 
cost. 

If a package creator would like to see a ‘‘shadow”’ 
forcibly removed yet hesitates, for one reason or another, 
to start a battle in court, the Federal Trade Commission 
may be a blessing. Because the Commission may call a 
package counterfeiter sternly to account without dis- 
closing who made complaint. On the other hand, the 
Trade Commission has a habit of not publishing the 
names of package forgers if, upon conviction, they prom- 
ise to go their way and sin no more. A militant pack- 
ager, who wants to make an example of a pilferer of pack- 
age attire and publish his disciplinary action to the 
world as a warning to other possible offenders, may be 
unwilling to enter an arrangement that risks a silent 
sentence. 


ITH a majority of packagers who decide in favor of 
a challenge before the courts rather than a still 
alarm to the Federal Trade Commission, the explanation 
of the choice lies in the fact that no money recompense 
is recoverable, via the Trade Commission. The best 
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that the Commission will do is to issue an order requiring 
a package transgressor to ‘‘cease and desist’ from his 
unfair practices. If he does not comply with the order, 
the Federal courts may be asked to compel him to do so. 
But there is no chance for the recovery of cash damages, 
such as is open in the courts. Readers who recall a 
recent instance in which a well-known packager was 
obliged to pay a sum running into millions of dollars to 
an interest whose packaging ideas had been appropriated 
will understand why many a firm, that has a clear case, 
feels bound to go where it may find financial salve. 

The scope of the package protection that is available 
under the common law needs to be clearly understood if 
a packager is to make the most of this facility. It is not 
necessary that a junior package shall be a Chinese copy 
of its senior in order to entitle the first comer to all the 
privileges which the common law accords. The sin of 
imitating packages and containers of goods encompasses 
the sins of color imitation, imitation of structural ele- 
ments, imitation of labels and even the misuse of marked 
containers, involving, as this latter does, all the iniquities 
of unauthorized refilling of containers, tampering with 
original contents, etc. The essence of the prohibition 
upon unfair competition is that one may not use any 
means, marks or indicia to beguile the purchasing public. 
Thus, any subterfuge in packaging is taboo which results 
in the sale of the wares of one party as those of a rival. 

A showing of competition is necessary for succor under 
the common law. It is essential, if any action in court 
is to be maintained, that there be sure-enough rivalry 
between traders in the same lines of goods and directed 
to securing the patronage of the same class of customers. 
On one occasion the courts held that where two brands 
of goods were offered upon different markets and the 
packages were so different in coloring, branding and form 
that they could not be mistaken for one another, no 
ground for relief existed. In another instance it was 
held that there could be no conflict of interest so long as 
one party sold only to jobbers and retailers while the 
other party distributed direct to ultimate consumers. 
In short, Federal authority takes the position that where 
thereis no competition, there can be no unfair competition. 


NTENTION to practice package deception is not 
necessary in order to bring down the wrath of the 
Federal arbiters of fair competition. A showing of 
fraud is not essential. The probability of deception is 
enough. A Federal judge remarked on one occasion that 
a manufacturer is supposed to have knowledge of the 
inevitable consequences of his own conduct and is pre- 
sumed to intend the confusion that results from the 
manner of dressing his goods. On the other hand, 
package resemblance, or even package imitation, if not 
accompanied by or resulting in deception, is not to be 
depended upon to win redress under the common law. 
Here is a ‘‘catch’”’ in the system that is worthy of a 
careful look by a packager before he leaps into court. 
However indignant a pioneer in packaging may be over 
the presence of ‘‘doubles” or near-doubles, he may have 
his own troubles in enlisting (Continued on page 50) 
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Packaging the All-Weather Film 


Modern Methods Employed in Packaging Film Rolls at the New Plant of 
the Agfa Ansco Corporation in Binghamton, New York 


By K. M. REED 


HE merger of two large film corporations, one 
4 ies Germany and one in the United States, and 

resulting in the formation of the Agfa Ansco 
Corporation, has necessitated a complete reorganiza- 
tion of both the production and merchandising pro- 
grams in the plant at Binghamton, New York. Shortly 
after the completion of the merger the erection of 
a new building to house the new corporation was begun 
and its construction was designed to provide ample 
space for future growth in the volume of sales. 

This new building is of fireproof construction through- 
out and equipped with the most modern machinery 
for the production and packaging of films and photo- 
graphic supplies. Testing and research laboratories 
occupy the major portion of one of the upper floors, 
and both the materials used in production of the prod- 
ucts and the finished products are subjected to rigorous 
tests in order to maintain the high standard of quality. 

In planning a merchandising campaign this cor- 
poration decided to take advantage of the previous 
advertising of both the Ansco and the Agfa films. 
The packages and cartons formerly employed by the 
Agfa Film Corporation were retained in combination 
with the estab- 
lished trade mark 
and distinguishing 
color combination of 
the Ansco film 
packages. The 
packages now in 
use are developed 
in orange-red and 
dark blue with white 
lettering on the 
blue ground and 
blue lettering on 
the orange ground. 
A strip in red and 
yellow—the Ansco 
colors—is placed 
around one end of 
the package and 
bears the familiar 
Ansco trade mark. As both these packages had 
become familiar through many years of advertising 
and display, the new corporation felt that the use of 
a combination of the two designs would possess greater 
advertising value than a new package. 
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Film package and cartons combine previously advertised trade marks. 
Details of film roll packaging 


EALIZING that few retail dealers were familiar 
with the popular demand for the various sizes of 
camera films, this corporation evolved a merchandising 
plan which has helped secure proper distribution and 
increased display space for its products. A careful 
survey of records covering the proportion of each size 
used over a long period of years was made and an as- 
sortment based on the result of this survey was assembled 
in an attractive display container. This container is 
constructed of heavy box-board decorated with a pic- 
torial interpretation of the advertising slogan ‘‘All- 
Weather” and a reproduction of the package form. It 
contains the following assortment of sizes: 
9 rolls A8 15/8 x 21/2 
42 rolls B2 2!/, x 31/4 
42 rolls D6 2'/. x 4'/4 
6 rolls G6 31/4 x 5'/ 
and is supplied to retailer dealers without additional cost. 
The use of this container enables dealers to stock camera 
films in the correct proportion of sizes to cover over 
ninety per cent of all film sales and assures the product 
of a prominent place in displays. Salesmen have re- 
ported great enthusiasm on the part of retail dealers at 
this simple solution 
of a hitherto difficult 
problem in film mer- 
chandising. 

A nation-wide ad- 
vertising campaign 
in which reproduc- 
tions of the package 
are playing a promi- 
nent part is in prog- 
ress. Billboards, 
car cards, magazines 
and dealer displays 
are developed in ar- 
tistic effects which 
stress the color com- 
bination employed 
on the packages. 
Retail dealers are 
supplied with 
streamers, display pieces, electros, slides and other mer- 
chandising aids of proved advertising value. 

The actual packaging of the film products is per- 
formed by specially designed machinery operated by 
highly skilled operators. Because of the nature of the 
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product the first steps in packaging are accomplished in 
rooms illuminated only by dim red lights and equipped 
with efficient air-conditioning machinery. Here the film 
is cut into the proper widths and run though machines 
over red lights. Operators at these machines inspect 
the film and cut sections from one side when defects 
appear. This machine then re-rolls the film and the roll 
is moved to a cutting machine where the defective 
portions are removed and the ends of the film rejoined. 

A specially treated 
light-proof paper is 
used for the outside 
of the film roll. 
This paper is printed 
with guide lines and 
numbers indicating 
the position of each 
picture. A machine 
developed for this 
purpose applies a 
thin strip of paper 
at one end of this 
outside paper in 
position to receive 
one end of the film, 
(C), another at point 
marked (B) to seal the roll after the films have been ex- 
posed and marks with perforations the ends of each in- 
dividual section in order to facilitate cutting by the 
operator at the spinning machine. 


LOTTED wooden spools with metal ends are used 

as a foundation for the film roll. Bins filled with 
these spools, a roll of the outside paper and a roll of film 
is supplied to the operator at the film spinning machine. 
The operator inserts a wooden spool into the machine 
and threads the inner end of the cover paper into the 
slot (A). The machine then winds the paper on the 
spool until the paper to hold the film is reached (C). 
This is moistened and the end of the film roll inserted. 
The machine is again put in motion and both the cover 
paper and film are spun around the roll until the marking 
designating the end of the film is reached. An attach- 
ment on the machine cuts the film, applies a strip of ad- 
hesive paper to hold the film securely in place during un- 
winding (D) and rolls the balance of the paper into place. 
The printed band closing the roll (E) is then applied. 
The completed film rolls may now be safely taken 
into the light and are removed in large baskets to the 
wrapping machines. These machines are fed by con- 
tinuous rolls of tin foil and wax paper which feed into a 
trough-shaped groove in the machine. An operator 
stationed at this machine feeds the film rolls into a groove 
which in turn feeds them into the foil and wax-paper 
lined trough. As the roll passes along with the foil and 
wax-paper a device picks up the longitudinal ends of 
the wrapping material and produces a double or “‘drug- 
gist’s’’ fold. Mechanical fingers cut off the ends of the 
wrapping material and, by applying pressure, completely 
seal both ends. Tests have demonstrated that this type 
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Artistically designed display cabinet assures proper display and simplifies 
retail distribution of camera films 








of wrapping will keep the film free from the deleterious 
effects of changes in temperature and humidity. 


ASKETS of the wrapped film rolls are next moved to 
the cartoning machines which have been specially 
designed for this type of packages. Stacks of closed 
cartons are supplied to this machine. ‘The rolls pass 
over belts leading to the point of cartoning and, as they 
reach the point of entrance, the cartons are opened by 
vacuum and the roll 
is pushed into place 
by a lever. As the 
carton moves on it 
passes against 
brushes which apply 
glue to the open 
ends and_ then 
against flanges which 
apply the pressure 
necessary to com- 
pletely seal the ends 
of the carton. 

As the cartons 
leave the machine 
they are forced into 
a groove in an eleva- 
tor chain conveyor belt which conveys them to a point 
about ten feet above the cartoning machine. This opera- 
tion is timed to allow for the drying of the adhesives used 
in sealing the cartons. As the cartons leave this belt they 
pass into a chute leading to the packing tables. A de- 
vice at the upper end of this chute automatically rejects 
cartons which do not contain the film roll and drops them 
into a basket below. 

Operators at the packing tables collect and assemble 
the filled cartons into larger cartons or display cabinets. 
These in turn are collected and packed into shipping 
containers which are removed to the shipping department 
for immediate shipment or to the storerooms to be held 
to fill future orders. 

Efficiency and mechanical accuracy characterize all 
the operations employed in packaging these products. 
Through the use of specially designed machinery this 
corporation has achieved a tremendous production with 
great economy of space and labor. 


OR some time those vitally interested in the sealing 

tape industry have felt the necessity for reducing the 
number of grades and weights of No. 1 kraft sealing tape. 
With this purpose in mind, a general conference of manu- 
facturers, distributors and users of this sealing tape 
was held at the Congress Hotel, Chicago, IIl., on Oct. 
7, 1929, under the auspices of the Division of Simplified 
Practice of the Bureau of Standards, Department of 
Commerce. 

As many as three grades and eight weights of No. 1 
kraft sealing tape are being manufactured, some of which 
do not meet the requirements of railroads and other 
transportation agencies. 
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Wrappings for Confectionery 


Foils, Transparent and Greaseproof Papers Used to Protect Contents—Dimensions 


and Methods of Folding 


By E. T. ELLIS 


HE scope of this series has already been defined in 
ase instalments' and little, therefore, is needed 

in the way of introductory matter in the present 
chapter. I would like, however, to remind readers again 
that the term “‘paper wrappings’’ is a broad one and, so 
far as we are concerned with the eight examples discussed 
in this article, it includes various foils, transparent and 
semi-transparent and more or less greaseproof coverings, 
as well as opaque whitish banding paper. 

Fig. 1 illustrates a popular two-piece banded type of 
paper wrapping for the chewing sweet industry. Packers 
should first note that this size is designed to take four 
pieces and not a single piece as is usually the case. The 
entire sheet is drawn flat to start with, and in this the 
entire base of the packet itself is made up of B, plus 2B, 
plus 3B. ‘The area traversed by the band itself is shown 
at B, and from this it follows that the narrow strips 2B 
and 3B are exposed outside the band. ‘The sides of 
this packet are made up of G and H while the top is 
compound and is made up of F, K and J. In other 
words F overlaps K only, and leaves J exposed, K there- 
fore being the overlap strip of the top. Finally, the 
ends are made up of C and D, these being folded over in 
the peculiar manner shown in the separate end sketch, 
but not underlapping the base itself as is usually the 
case. 

Right angle bends are required, as will be expected, 
along the lines L2L, M2M, N2N, P2P, Q20 and R2R. 
When the ends are finally made up, some of these folds 
are doubled, i.e., the paper is folded over as fully de- 
scribed in previous examples. 

Only a word is necessary with regard to the separate 
end sketch, and this is to the effect that the large flap B 
is attached to the under flaps C, D and F by means of a 
small amount of strong adhesive. ‘This is the case with 
both ends, each of which is exposed, i. e., the band does 
not go over them. Referring to the band strip of which 
a separate drawing is shown, B is its base, C plus D 
forms the top, F forms one side or end and G forms the 
other while H is the attachment flap which aided by 
adhesive firmly adheres to and completely conceals the 
undersurface of C, forming a wide and substantial overlap 
strip. 

Regarding bends, these are also right angles. Bends 
or folds must be made, as will be anticipated by packers, 
along the lines K2K, L2L, M2M and N2N. Printing 
is usually required on the outer surface of this band in 


1 See April and July, 1929, issues for earlier instalments of this article. 
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several colors and in different directions mainly, however, 
across the length. . While the band is made of opaque 
thin white paper, the sheet itself is made of tinted semi- 
transparent greaseproof material. 

Dimensions of this type of paper wrapping are as 
follows: total length of sheet, 3'/, in.; total length of 
band, 3'/, in.; total width of band, 7/s in.; total width 
of sheet, 1*/, in.; total thickness of made-up packet, or 
thickness of wrapped specimens, */s in.; width of sheet 
overlap, °/s in.; width of band overlap, '/2 in.; total 
weight, less than '/, ounce. 


IG. 2 shows an entirely different type of two-piece 

paper wrapping for the strip form of chewing 
sweets. In this instance the normal single specimen is 
wrapped therein, but in future articles it may be possible 
to show other types which contain two, three or even 
more strips. ‘The base of the entire sheet is made up of 
P, O, C, B and D, these five forming approximately the 
size and shape of the strip itself. ‘The center strip B is 
the base overlap while the strips P and Q form the end 
underlaps. The top is compound, being made up of F 
plus G, and the edges of both G and F are frequently 
serrated. F overlaps G to the width corresponding 
with B, this being continued under P and Q and leaving 
one serrated edge exposed and the other completely con- 
cealed. The ends also are compound in this instance, 
being made up of M, plus H, plus K in one case, and N, 
plus J, plus L, in the other. The end edges as a rule do 
not carry any serration. 

Bends or folds are at right angles and are made along 
the lines R2R, S2S, T2T and Z2Z. Due to the wafer- 
like character of these single strips, it is impossible to 
show all the bends without a greatly enlarged drawing 
but it will suffice to say that extra right-angled bends are 
made along the top edges corresponding with VY, Y2Y, 
2Y2V and 2VV. 

Referring to the band of which a separate drawing is 
shown, B is the top, while its compound base is made up 
of C, plus 2C, plus 2D, plus D. In other words C forms 
the complement of D, or D forms the base overlap strip. 
Owing to the thin character of the specimen itself, the 
sides of the wrapping cannot be illustrated but a pair of 
right-angled bends must be made with a narrow strip 
between along the lines G2G and H2H. Two spots of 
adhesive are found on D (under surface), these being 
shown at M and N, and by means of these D grips C at 
the corresponding points K and L. Opaque white paper 
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is used for the band, which is printed in more than one 
color along its length. ‘Tinted semi-transparent un- 
printed paper is used, however, for the sheet itself. 

Actual dimensions of this type of paper wrapping are 
as follows: total length of sheet, 3°/, in.; total length of 
band, 23/,in.; total width of band, 2'/s in.; total width 
of sheet, 2 in.; thickness of made up packet or wrapped 
specimen, '/i5 in. only; width of sheet overlap, 1/5 in.; 
width of band overlap, '/2 in.; total weight, under '/, 
of an ounce. 


ACKERS who work for manufacturers of mixed 
chocolates should specially study the next two 
diagrams, as these models are frequently in use. 

Fig. 3 shows a single-piece example for a sweetmeat 
more or less half-moon in shape as regards its base area, 
but arched over in section at the top with clearly defined 
base angles only. ‘The entire sheet requires little com- 
ment, except that it is almost square in character and 
consists of C, plus B, plus D. The specimen itself is 
placed on the sheet in the direction shown, and the paper 
is wrapped over and on to its base as shown in the sepa- 
rate drawing of the base. From this it follows that the 
top of the specimen consists of plain unfolded paper, all 
folds being on the base itself. 

With regard to the order of the folds of the base, C is 
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hig 2 Two-Piece Paper Veapping for Single 
Strips Chewing Gum (Actual Size) 
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Fig 6 Double or dual Ptece Paper 6 


Fig 5- Sungle-Piece Sheet for small 
Easter Egg (Actual Sue) 






generally made first, followed by D and E, and last of all 
the large triangular strip B is folded on to form the outer 
flap. B overlaps D, C and E slightly, as will be ex- 
pected, but it is hardly necessary to show this in the 
sketch. Packers should note that this sheet is made up 
of unprinted silver paper (tinfoil or leadfoil) and that 
neither the outer surface nor the inner surface is tinted. 

Dimensions of this wrapping are as follows: total 
length of sheet, 2*/s in.; total width of sheet, 2'/, in.; 
total thickness of wrapped specimen, '/2 in. approxi- 
mately; total weight, less than '/, of an ounce. 
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IG. 4 shows another widely used paper wrapping sheet 

for an oval or more or less pointed chocolate cream. 
The sheet itself is made up of the rectangle FGHKF. 
The specimen itself is shown at B, its base line corre- 
sponding with MM, and its top line corresponding with 
the dotted line LL. 

The folds are again made on to the base of the speci- 
men, right angle or approximately right angle bends 
being required alike along the oval extremities LL and 
MM. ‘The folds and overlaps on the base itself are not 
as a rule well defined, and examination of numerous 
specimens has failed to bring to light any with exception- 
ally distinctive features. ‘The position of the specimen 
in the sheet should, however, be carefully noted, other- 
wise it will prove too small for the purpose. Wrapping 
is generally done from H to B and from F to B, rather 
than from K to B and G to B. 

This sheet is composed as a rule of unprinted and un- 
tinted silver paper (tinfoil or leadfoil). Owing to the 
soft nature of the contents, some makers first wrap the 
specimen in a sheet of transparent greaseproof paper and 
then add a second covering of foil. 

Dimensions of this type are as follows: total length of 
sheet, 2*/,in.; total width of sheet, 2'/s in. thickness of 
wrapped specimen, */s in.; total weight, under '/, of an 
ounce. 





ree 
Ai ie: Aeoge 


Whole Sheet ‘A “ 














Fig.3. Single Piece Paper Sheet for Mixed Fig 4. fate Single Sheet 
Packers (Actual Size ) Ghocslale Fachers Cidusl Sra 





Fig-7 Useful Paper Band for Candy 
Cigar Industry (Actual Size) 





Fig, 8. Single-Prece Circular Carton Cylinder 
Sealing Sheet for Children's Coniectionery 
ackers (Actual Size 





OILS are mostly used for the packing of Easter eggs 

and the sizes differ widely. It will, therefore, be 
useful to mention two sets of dimensions in this case, as 
was done in one example in an earlier article. 

Fig. 5 shows a sheet suitable for a small Easter egg. 
The sheet itself comprises C, 2B, B, 3B, the approximate 
area and position of the egg being shown at B, 2B, 3B, 
while the overlap band on the under surface of the egg 
itself is shown at B. Frequently this last, however, is 
not well defined, and the egg may be placed diagonally 
and the paper folded on from corner to corner. 
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Owing to the oval character of eggs no definite bends 
can be indicated but packers should note that the foil 
or paper used should be strong, for most Easter eggs 
carry a center rib and if weak material is used the ribbing 
frequently comes through the wrapping. 

While many Easter eggs are packed in unprinted and 
untinted silver paper (leadfoil or tinfoil), it is becoming 
increasingly common practice to pack in foil with the 
outer or exposed surface brightly colored. In the case 
of the small sheet, the dimensions of which are given 
below, the outer surface is brightly colored red, while in 
the case of the large sheet the outer surface is a deep rich 
blue. In neither case is any actual print carried on 
either surface. 

Dimensions of these types of paper wrappings, are as 
follows. For Small Egg: Total length of sheet, 5 in.; 
total width of sheet, 3°/, in.; circumference of wrapped 
specimen, 31/2 in.; length of wrapped specimen, 2°/, in.; 
diameter of wrapped specimen, 1°/, in.; total weight, 
under 1/, oz. For Large Egg: Total length of sheet, 
61/, in.; total width of sheet, 6 in.; length of wrapped 
specimen, 3'/: in.; diameter of wrapped specimen, 2'/2 
in.; total weight, about '/, of an ounce. 


IG. 6 illustrates a dual type of toffee wrapping, the 
inner sheet resembling the outer one as regards 
bends, although of transparent greaseproof paper while 
the outer sheet itself is of silver paper (tinfoil or leadfoil). 
Considering the entire sheet, B is its base and forms the 
outline of the toffee bar; the back is found in F, the front 
in J and the compound top is made up of K, plus G, plus 
H, the top overlap being made up of H only. 

The end strips of the whole sheet are made up of L, 
plus C, plus N in one case, and M, plus D, plus P in the 
other. Right angle bends are required, as will be antici- 
pated, along the lines T2T, 020, R2R and V2V, as well 
as along the lines W2W and X2X. 

An end strip after it has been opened is shown on a 
separate sketch. This is made up of various rectangular, 
triangular and irregular shaped strips, lettered B, C, D, 
E, F,G, V, L, H, J and K. A single right angle bend is 
required along the line T2T, but double right angle 
bends, i. e., folding the paper twice over, must be made 
along the lines M2M, 2MN, N2N, P2P, Q2P, 2Q2P, 
2OR, S2P and SR. Less complicated ends are some- 
times met with in the toffee as well as other branches of 
the confectionery trade. 

The folded end sketched requires little comment except 
that the folds are made to the end itself in each case, and 
not on the under base, there being no underlap in this 
instance. The paper of C, D, E and F of the folded end 
is turned in first of all, and the large four-sided flap B is 
then turned on to these, but is not as a rule attached 
thereto by adhesive or other means. No printing or 
tinting of outer or inner coverings is usually done. 

Dimensions for this type of paper wrapping are as 
follows: total length of sheet, 2'/, in.; total width of 
sheet, 2'/, in.; thickness of wrapped packet, */s in.; 
width of overlap strip, */, in.; total weight, under '/, of 
an ounce. 
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IG. 7 illustrates a widely used paper band for the 

preliminary packing of candy cigars. Each sweet- 
meat has a band round its center instead of several candy 
cigars being banded together, as was the case in an earlier 
example. The main band face is shown at B and is 
printed in the direction of the arrow. ‘The base of the 
band is made up of C, plus D, plus F, plus G, while G 
forms the complement of C, or its overlap strip, and is 
attached thereto by means of adhesive. 

These candy cigars having an angular base necessitate 
the providing of a pair of angular bends along the dotted 
lines HJ and KL. The number of degrees is just under 
ninety in each case. As the other margins of the sweet- 
meat are thoroughly rounded, no further bends can be 
shown in a flat sketch. Some candy cigars, of course, 
are manufactured without a flat base, and for these the 
angle lines HJ and KL, disappear. 

The material for this band usually consists of white or 
creamy-white opaque paper tinted on its outer surface. 
The band is slipped on to the specimen to imitate foreign- 
made tobacco-leaf cigars, and in rare instances is attached 
thereto by adhesive in addition to that which it carries 
on CorG. The printing in the direction of the arrow is 
generally limited to a word or two. 

Dimensions of this type of paper wrapping are: total 
length of band, 2 in.; maximum width, */,in.; minimum 
width, */s in.; maximum thickness of wrapped sweet- 
meat, '/,in.; width of band overlap, '/sin.; total weight, 
well under !/, of an ounce. 


IG. 8 shows a simple but extremely important type of 

single-piece carton-cylinder sealing-sheet or disk, 
quantities of which are used by every manufacturing 
candy firm who does much in children’s sweetmeats. 

The various parts in this instance are not particularly 
well defined, there being no definite bends owing to the 
fact that the pieces are wrapped round the cylinders, leav- 
ing them with open ends on which special lids are fitted. 
Packers should, however, note that the main front print- 
ing area is found at B, this carrying printing in two 
directions as shown by the two arrows thereon. Un- 
printed strips, which we may term side strips, are found 
at I, and H, while the concealed back of the cylinder 
wrapping is made up of C, plus D. 

When this rectangular cylinder disk or label is wrapped 
round the fibre carton or tin, D overlaps C and com- 
pletely conceals it. Adhesive is, however, required 
similarly on the inner surfaces of H and D; first on H, 
so that the label may be attached actually to the carton 
itself and not slip off at will, and secondly on D, so that 
it may firmly hold C and produce a neat open-end cyl- 
inder. Opaque whitish or creamy white paper is mainly 
used for this model, but it is brightly tinted in several 
colors on its outer surface, especially on its printing area. 
Much larger though otherwise similar examples are fre- 
quently demanded, but smaller ones are rarely asked 
for. 

Dimensions of this type of wrapping are as follows: 
total length of sheet, 4 in.; total width of sheet, 2'/, in.; 
diameter of circular end when (Continued on page 52) 
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Displaying Sanitary Specialties 


The Use of Decorative Containers in Attractive Color Combinations Has Resulted in 
a Decided Increase in the Sales of These Products 


By A. L. FELDMAN 
President, Puritan Chemical Co. 


facturers and distributors of bulk liquid merchan- 

dise, but finding this field not only unfairly com- 
petitive but overcrowded, we set out to individualize 
instead of generalize with the result that we have since 
diverted our principal efforts toward the manufacture 
and sale of sanitary specialties, where individuality and 
originality counted. 

We first brought out a deodorizing block in unique 
shape housed in decorative tin containers which met 
with marked success, using pastel shades in liberal 
assortments, and offered them to the trade. Accus- 
tomed only to seeing deodorizing blocks encased in drab 
nickel or oxidized containers with uninteresting lines, 
the presentation of a distinctive holder in color caught 
the fancy instantly until it soon became by far the 
largest selling block in the south, and one of the largest 
in the country in the short space of a few years. 

Competition has since copied our metal package, and 
to keep our lead, we directed our attention to something 
new, and studied MODERN PACKAGING religiously. 
Through this instrumentality and further research we 
hit upon a plan of supplying our deodorizing blocks in 
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Moe our business started out as manu- 


paper containers to be used once and thrown away. 
This allowed us much wider latitude in color combina- 
tions and enabled us to bring out a dozen different 
futuristic and other type covers which bid fair to be 
a sensation in the industry. We found that we saved 
several thousand dollars a year in making containers 
of paper, and pulled away from the field entirely. 

Our new package has interchangeable plates, which 
will bear the jobber’s name, and reports come to us that 
out of eleven jobbers called on, nine of which were 
presented with the new package (two being away from 
the office), one hundred per cent of those to whom it 
was shown bought. 

The idea of the box being patentable, we spared no 
expense protecting our ideas and box construction, and 
the latitude offered us in the number of shapes and 
styles we can bring out are unlimited. 

Similarly we have set about to create a package for 
our Roundheads. These are wrapped in glassine and are 
suspended on a cord enabling the user to hang around a 
clothes press or whatever place he desires. Weare further 
working on a novel package for marketing other products 
of our line, and realize more (Continued on page 52) 
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Packaging Paper Specialties 


ROTECTION of the contents both during display 
P and while in use is the first requirement of pack- 

ages for paper specialties. In addition the con- 
tainer must possess a definite sales appeal and present 
a clear advertising message. The packages used by the 
Menasha Products Company of Chicago, IIll., and shown 
in the accompanying illustrations are excellent ex- 
amples of effective packages for specialties of ‘this 
character. 

The illustration above shows three types of packages 
used in merchandising Hostess crepe paper napkins. A 
modernistic design in green and yellow, suggestive of 
folded paper napkins, is used as a background for the 
trade name which is printed in heavy black bold face 
lettering. The packages used to contain sixty napkins 
are enclosed in a striped glassine wrapper printed with 
the design. These wrappers are doubly folded and 
the ends are tucked in smoothly and sealed on the re- 
verse of the package with large black paper seals. 


heavy folding carton is used to package sixty 
Crest clothweave paper napkins. This carton 
(shown at the left, below) is printed with a design similar 
to that used for the Hostess package but of a more elabo- 
rate nature. The pile of napkins is covered with a square 
of transparent cellulose before closing the carton. A 
package of twenty of Crest napkins is enclosed in an all- 
over wrapper of transparent cellulose upon which a 
square label similar to that used on the carton is pasted. 
The packaging of Menasha Linentone paper napkins 

is the same as that used for the Crest Brand. 
A feature of the carton for Waxtex waxed paper shown 
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+ a 
at the left:above is a saw tooth édge Oit'the fake of the 
carton which facilitates cutting the paper from the roll. 
The colors used are orange and dark brown. Lettering 
and stripes on the orange se¢tidh are in white. 

Cut sheets of waxed paper are packaged +in a folder 
similar to those used for stationery (upper right). The 
design is the same as that employed on the carton for the 
roll and the inside is printed with suggestions for the use 
of the product. 

The Tiffany brand of paper napkins (shown below) 
are packaged in a manner similar to that employed for 
the Crest and Hostess napkins. 

All these packages show the influence of the modern 
trend in decorative arts. The colors and color combi- 
nations employed are simple and effective and the de- 
signs are good examples of the sensible application of this 
new trend in decoration. High legibility is obtained 
through the use of a modern type of lettering in heavy 
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black or white against the white and colored back- 
grounds which provides effective contrast. All are ex- 
cellent advertisements for the products. 








Courtesy of Kirby-Cogeshall Co. 


Signs Point the Way to Package 


Sales 


Embossed or Die Sunk Reproductions of Package Forms Make Effective 
Advertisements for Packaged Merchandise 


IMITED display space in retail stores frequently 
L, necessitates the substitution of signs advertising 

the products for the actual packages. Or signs 
featuring packaged merchandise may occasionally be 
used to good advantage in conjunction with package 
displays. In either case the type of sign to be uSed 
should be in keeping with the quality of the product 
and the artistry of the actual packages. 

The accompanying illustration shows a group of Thesco 
signs which have proved valuable merchandising aids. 
Signs similar to these may be made from any design that 
can be worked out in a pen and ink drawing. Colors 
and effective color combinations as well as embossed 
gold and silver effects can be worked into the designs. 
Backgrounds may be smooth or in leatherette finish, 
depending upon the effect desired and the lettering may 
be embossed or die sunk so as to reflect light from any 
angle. Reproductions of package forms may be worked 
out in the original colors, thus effecting an unusually 
good tie-up of the package to other forms of advertising 
and display. 
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HESE signs are made with a durable finish and 

equipped with easel backs as well as hooks so that 
they may be placed on shelves and counters or hung 
near displays. 

At the left in the above illustration is shown a sign 
advertising packaged butter. The reproduction of the 
package is embossed and developed in natural colors. 
Lettering is in bright blue and red and the embossed 
border is in red on a white leatherette background. The 
auto polish sign in the center also carries a reproduction 
of the package in natural colors. Colors are a rich blue, 
orange and white. The Conklin pen sign carries em- 
bossed reproductions of both the product and the pack- 
age in natural colors on a leatherette finish background. 

Roger and Gallet employ a silver embossed design 
with black shadings and lettering. This sign is de- 
veloped in an elaborate artistic design. Reproduction 
of the product and the package in natural colors, gold 
lettering and borders against a black leatherette back- 
ground make an effective advertisement for kodak films 
and provides display where space is limited. 
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Now It’s Meat in Sealed Packages 






Sweeping Changes in Merchandising Meats and Poultry Result from Methods of 





NE of the most sensational developments in the 
meat packing industry within recent years has 
been the adoption of the hermetically sealed 
package for such products as ham, poultry and various 
pork products by Geo. A. Hormel & Co., of Austin, 
Minn. This packer’s success with ‘‘Flavor-Sealed”’ 
ham and whole chicken, cooked under vacuum and dis- 
tributed in sealed metal containers, has forcefully 
demonstrated to the industry the advantages to be 
derived from this modern method of merchandising. 

It is estimated that the Hormel company’s new 
process has brought to the packing industry over 
$15,000,000 a year in new business, and has resulted in a 
benefit to the industry as a whole. It has created new 
demand for the products in question, rather than 
shifting that demand from one field to another. 

The development has not been a sudden one. For 
many years packers have been experimenting with this 
idea, with a view to new economies in merchandising. 
It remained for the Hormel company to fully visualize 
the results that might be obtained by packing their 
products in modern packages having sales appeal similar 
to other nationally advertised products, and to appreciate 
the market uat 
waited for foods 
already cooked 
that would save 
the housewife 
hours of kitchen 
time and labor. 
Many unsuccess- 
ful attempts 
were recorded 
before the ‘‘Fla- 
vor - Sealing” 
process finally 
reached perfec- 
tion. 


HE detailsof 

the process 
are known only 
to a few of the 
heads of the Austin packing house, but it will suffice here 
to recount some of the unique features of this revolution- 
ary development. In the making of the containers for 
“Flavor-Sealed” hams and other pork products, as well 
as whole chicken, many apparently unsurmountable diffi- 
culties were overcome. A pear-shaped container was 
adopted for the ham, cut to fit the exact size without 
waste of space. A fine grade of charcoal tinplate was 
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Minnesota Packer 
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Sealed containers attractively labeled are used to package meats 


chosen for the containers, and only the most carefully se- 
lected hams used. ‘These are first mildly cured, boned, 
skinned and surplus fat removed. Because they will not 
be exposed to the air until needed, it is not necessary to 
apply such a drastic cure as to those hams packed the or- 
dinary way. ‘This suits the taste of many consumers who 
would not otherwise form part of the existing demand. 

In making the containers, the top with its litho- 
graphed label is soldered on, and the bottom side left 
open until the ham is fitted in. This lithographed label 
constituted a puzzling problem. ‘The illustration called 
for eight colors, including white. To develop a label 
that would successfully withstand the cooking process 
was an enigma that was worked out only after prolonged 
study. The bottom side, when soldered on, is punctured 
to permit the creation of a vacuum. In order to prevent 
suction from drawing out the valuable juices of the ham 
during the sealing process, a small, fluted strip of tin is 
attached directly under the hole. This allows free pas- 
sage of air. 

The hams are now ready for cooking. Contrary to an 
impression existing in some quarters, nothing more is 
added—no gelatin or artificial preservatives. The 
formation of 
jelly found when 
the container is 
later opened is 
the natural 
juices of the 
meat, the saving 
of which is a de- 
cided advantage 
of the flavor-seal- 
ing process. 

When the air 
is drawn out, the 
sides become 
slightly concave, 
the hole is sealed 
and the hams are 
placed in huge 
ovens. This part 
of the cooking is 
a closely guarded secret, even the operatives who attend 
the ovens not being familiar with its complete details. 
After cooking, the hams are ready for the market in the 
same containers. They are shipped in refrigerator cars 
to the district warehouses. There is no need for hurry, 
for hams thus packed will keep a long time. This fact 
allows the packer to buy up pork when the supply is 
plentiful, and put it on the market when conditions are 
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The farmer is thus provided with a certain and 
stable market the year round. 


suitable. 


HE packaging of chicken in this way has been a later 

development. It raised certain difficulties not pres- 
ent in the case of ham. The shape of the container and 
the widely differing sizes of chicken constituted one 
problem. A design was worked out similar to the head 
of a sledge hammer—oblong, and tapered on one side. 
Into this, a chicken with its drumsticks and wings folded 
in fits exactly. Twelve different sizes are used, and the 
appropriate one chosen for each chicken. 

The chickens are thoroughly cleaned at the plant, and 
government men inspect and certify each one. The 
heart and gizzard are put back into the cleaned chicken, 
and the process of cooking is gone through as with the 
ham. 

The Hormel company puts up many other products 
this way, including spiced ham, luncheon meat, pork, 
tongue, spiced loin and other canned foods. The 
ground meats are packed in square, sandwich-size con- 
tainers, waxed paper being inserted between the meat 
and the container. A square piece of rind is placed at 
each end, which adds to the flavor when the hot juices 
circulate during the cooking process. 

The new packaging of hams and chickens has resulted 
in sweeping changes in the distribution of meats, and, it is 
claimed, has resulted in savings for the farmer, the 
packer and the consumer. 


A Traveling Package 


N packaging a soap product intended for travel 

use, the Embree Mfg. Co., of Elizabeth, N. J., is 
using a novel container which is highly suggestive of the 
use of the product. The inside container consists 
of a decorative paper-covered round fibre can with 
metal top and bottom. A label printed in black on gold 
paper and carrying the trade name, directions for use 
and the manufacturer’s name is placed on the side of the 
container. 

The outside container is a miniature suitcase covered 
with black grain paper and decorated with miniature 
baggage tags. One of these tags on the upper portion 
of the case reads ‘‘Sudsy Baggage.”’ 





The container suggests the use of the product 





Protection Under the Common Law 


(Continued from page 39) judicial intervention, if he 
cannot show that the resemblance has deceived anyone. 
If there is no evidence of confusion among purchasers as 
to the origin of the goods, the pace-setter cannot be sure 
of too much sympathy at the temples of justice. On the 
other hand, if mixups are reported, the courts will not 
quibble. The judges inquire whether the package 
resemblances are likely to deceive average, ordinary, 
unwary customers and not whether there are differences 
which might be noted by cautious, experienced, dis- 
criminating purchasers. Furthermore, the Federal um- 
pires determine the question of package resemblances on 
the basis of appearances as a whole.; Seldom is a package 
analyzed and a score kept of parallels and contrasts. 
Rather,is the taimt of unfair competition determined by 
considering the ensemble appearance—lumping the trade 
marks, labels, color schemes and other features as a 
whole. 

In every package conflict which draws scrutiny as 
allegedly unfair competition, the onus is supposed to be 
upon the newcomer. The seller of a new package must 
make his bid for public patronage in dress distinguishable 
from other packages of different origin. But there re- 
mains with a newcomer an inalienable right to follow 
established trade custom to a reasonable extent, if he 
enters a trade line which has its characteristic manners in 
packaging. A general form of packaging in common use 
may be shared by all members of the trade community. 
The courts assume that, in this condition, the public may 
be relied upon to be guided in its purchases by package 
details and will not be confused by class characteristics. 


moot question whenever unfair packaging is the issue 

is that of the tenure necessary to put a package on 
a pedestal and raise the presumption of imitation against 
all followers. It is obvious that superior rights cannot 
be claimed for a package unless it may boast age, ex- 
tensive distribution, persistent advertising or other 
attributes calculated to render it recognizable by the 
general public as the product of a given packer and his 
alone. There is no hard and fast rule for attaining this 
proud position. On one occasion a U. S. court ruled 
that exclusive use of a distinctive box for a period of 
five years entitled the package inventor to protection 
for the good-will he had built into that package. Usu- 
ally, though, there is no attempt to set up an age limit. 
The courts are apt to content themselves with the basic 
principle that if a package has been used long and ex- 
clusively by one packager, that ‘dress’ or get-up will 
have come to mean to the purchasing public always and 
only the product of the firm that originally introduced 
the style. Other things being equal, the older a package 
form, and especially the longer it has stood as unique, 
the easier it is to induce Federal authority to play bouncer 
to an interloper that comes anywhere near in appearance. 
With the newer packages, of course, the situation is dif- 
ferent, as has already been outlined. The hope of this 
type lies in an early establishment of custom rights. 





Modern Packaging 


















. Color Trends in Packages” 






Laws of Simultaneous Contrast Often Supersedes That of Public Demand in 


HE application of the law of simultaneous contrast 
f be colors on packages is another problem which is 
harder to comply with in these times than formerly, 
because of the demands of the public for color schemes 
which sometimes' require the igtoring of the law. In 
many of the studios, designing rooms.and factories in 
which packages are made, I have noticed a marked 
tendency to give increasing authority to the colorists and 
their assistants who work through analysis, proof and 
technical knowledge of colors to produce catching de- 
signs. That is, instead of the management putting a 
premium on ‘dimensions and certain other mechanical 
features of packages, such as wear, more attention is 
being given to the patterns and the colors. The training 
given in the art schools of the country have assisted in 
promoting efficiency in colors on packages. 
The literature prepared and distributed by the experts 
connected with the 


Selection of Shades 


By GEORGE RICE 


other manufacturers who assert that while many of the 
package users still prefer the conservative creations, 
there are some who want novelty, originality and jazz. 


designer of labels for packages told me that contrasts 

and harmonies of colors are decidedly the vogue 
with some of the large users of packages. At the same 
time the colors have to be selected with regard to 
their faculty of blending with the decorative schemes 
of the packages. The tendency toward quieter and 
more tasteful decorations on packages is, in this de- 
signers’s opinion, not far away. He agreed, however, 
that something might arise in a week to change the 
situation in the color trend. So, at best, it is somewhat 
of a guessing contest even with men who are devoting all 
their time to producing colors and designs on packages 
for general use. A friend who is in the business writes 
me that his best sellers 





manufacturers of the 
paints, stains, lacquers, 
and inks used on the 
labels of packages, the 
technical articles on the 
subject which are regu- 
larly published in the 
trade press, and the de- 
mands of distributors 
of packed merchandise 
all combine to encour- 
age color artistry in 
packages. Almost 











have been those in 
which the colors are of 
a subdued type. An- 
other writes that the 
trend at the present 
time is toward brighter, 
plainer colors and that 
comparatively open de- 
signs are favorably 
received. 

Another states that 
when he puts the prin- 
ciples of the expert 

















whichever way one 
turns he finds that 
everything in the way 
of containers is going 
more and more to colors. Of course much depends on 
how the package is to be used, as to whether the colors 
should be bright or toned down, and also their effect 
upon the nature of the design has to be considered. 
One large manufacturer of packages said that a particu- 
lar design which he had worked out was being produced 
in fifty different color combinations. And the entire 
setting was, in the main, similar to his conventional 
designs with the exception that in addition to ordinary 
colors he used some bizarre effects. His idea is that a 
scientifically werked-out design with properly. selected 
colors will take well whether it is modernistic or old- 
fashioned. This idea does not conform exactly with 


* The first instalment of this article appeared in the September issue. 
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The law of simultaneous contrast of colors of flowers can be 
advantageously applied to colors in the designs on modern 


packages no trouble in pleasing 

the average user of 
beautifully designed packages. He sticks to the law of 
simultaneous contrast of colors as taught in the schools 
of the florists although he never attended such a school. 


florists into his color 
assortments that he has 


HE selection of the proper package form is deter- 
mined by its possible advertising value as is well 
known to men who have anything to do with the design- 
ing of boxes, kegs, bags, containers or cartons or any- 
thing required in the packaging trade. But my experi- 
ence has been that the colors on these objects are about 
as important as any other feature connected with them. 
For this reason it is a paying investment for anyone 
who is interested in the subject to devote some attention 
to colors as they exist in a flower garden in which the 








51 










florist has or has not given thought to existing laws of 
harmony or contrast or position. I can get many ideas 
and suggestions from flower gardens whether the flowers 
be properly arranged as to colors or not. For example, 
a group of white flowers placed apart from flowers of 
another color will not attract much attention from any- 
one. But if the white flowers are scattered among 
flowers whose colors have been chosen with some regard 
to the law of simultaneous contrast and harmony, an 
entirely different situation results and even persons who 
do not know much about color placement will be pleased. 
A clear or a cream-white package usually is a neat af- 
fair, but if some colored effects are placed on the white 
background its appearance will be improved and its 
commercial value increased. 

I have been in gardens in which a blaze of all-white 
flowers have excited my admiration only to have the 
effect ruined as soon as my eye fell upon a cluster of 
yellow flowers close by. This is because of the unde- 
sirable effect produced when any objects of approximat- 
ing but still different shades are placed alongside of each 
other. 

The florists place flowers of a natural orange hue next 
to those of a blue hue. They place the violet shades with 
the yellow ones and the red with the white. White 
fits in fairly well almost anywhere, and this is why the 
flower men intersperse groups of violet, blue, orange and 
similar flowers with white ones. They try to avoid what 
is discordant to the eye. And the designer who is con- 
cerned in the preparation of highly colored effects on 
packages does the same. Flowers or other objects of a 
red or pink nature usually present a good appearance 
when mixed with white flowers or other objects, as repre- 
sented in Section A in the accompanying drawing. The 
patterns may be made up of stripes, scrolls, angles, dia- 
monds or various forms of geometric figures. The re- 
sults will be the same. Some yellow flowers or objects 
on a white ground, as in Section B may present a con- 
fusing appearance under certain conditions, or the re- 
verse under other conditions, depending upon shapes 
and forms to some degree and then again upon what 
other colors may be present in the group. 


I recently saw good combinations of blue and orange 
floral creations on some containers, only to see other 
combinations in the same factory in which certain 
bright colors were caused to lose their force by the pres- 
ence of colors of another shade which should not have 
gone in. All of which illustrates the complex conditions 
which arise under normal conditions in the career of all 
persons engaged in the art of package design. 

In the abstract it seems to be easy enough to outline 
the essential requirements of a design for any kind of a 
package. But when it comes to placing the colors therein, 
a problem often arises which bothers many a good de- 
signer. He may have an eye for colors and a good 
technical knowledge as to how to place them and still 
fall down because of a slip somewhere. I have known 
men of apparent perfect color interpretation and tech- 
nic to make a costly miss just because a color or a hue 
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which was not contemplated has crept into a design 
because another color which is present has proved itself 
strong enough to heighten or lower its brightness by rea- 
son of the law of simultaneous contrast of colors. 

(To be concluded) 


Wrappings for Confectionery 


(Continued from page 44) made up, 1 in.; width of 
sheet overlap, °/s in.; total weight, less than '/, of an 
ounce. 

Many fascinating types of paper wrappings for con- 
fectionery packers remain to be described and illustrated. 
There is an ever-increasing demand for novel types, pro- 
vided that the specimens proffered are such as will afford 
sufficient protection, and are moderate in price. 


Readers are asked to note that occasionally confection- 
ery packings are patented or otherwise protected. In 
all cases, therefore, before proceedings with the produc- 
tion of the types described and others, the usual inquiries 
should be made through patent agents.—Eprror. 


Displaying Sanitary Specialties 


(Continued from page 45) every day the great impetus 
a product gets by being properly boxed. For example, 
a certain well-known soft drink company, packaging a 
guest carton for home use, has evidently stimulated their 
sales sensationally, and thus without end could be men- 
tioned otherwise commonplace products that stand out 
as result of the study of packaging. 

Much remains to be done in every field. The cigarette 
field has just awakened to it. The first one who comes 
out with a longer cigarette, properly boxed with a small 
box of matches incorporated in the box, is going to do 
things. A certain peanut made in novel manner, by 
Toms, has jumped sales on that product enormously. 
A certain cigar manufacturer is changing his carton, with 
sure results, and next will come packaging in clothing. 
Think how wide the field for some transparent envelope 
that will permit a garment to be seen and be dustproof 
and unhandled! Thus everything from tooth brushes 
to sealing wax can gain impetus by novel packaging. 

The new package and display card for Puri-Fume 
blocks is shown at the left in the accompanying illus- 
tration. The individual containers are printed in orchid, 
green and orange. The design of the display card sug- 
gests the use of the product as well as providing a suit- 
able back ground for the display of the individual con- 
tainers. This new container is developed in the same 
design as the older one (center) but the colors have been 
changed in order to produce a more effe@tive and attrac- 
tive package. The display carton used for Roundheads 
is shown at the right. 

These are individually wrapped in colored Cellophane 
and packed one dozen to the container. This container 
is printed in an attractive design and provides an effec- 
tive counter display for the merchandise. 


Modern Packaging 






















Brightness in Radio Tube Cartons 


Three-Color Varnished Containers of Modern Design Used by Detroit Radio 


TILL in swaddling clothes, but rapidly coming to 
S the front to take a prominent place with the radio 
which fostered it, the radio tube industry has, 
from the beginning, given careful attention to the packag- 
ing of its product. 

When Jack Ross, president of the Detroit Radio Prod- 
ucts Corporation, conceived the idea of manufacturing 
radio tubes, one of his first major problems was choosing 
a design for a tube carton. A comparatively new prod- 
uct on the market, the radio tube presented many possi- 
bilities for the creation of a bright modern design that 
would successfully attract the eye of the prospective 
customer and naturally arouse interest at the point of 
sale. The Detron carton chosen, although extremely 
modernistic and radical in effect, seems to be fulfilling 
the expectations of the manufacturer, for although the 
container has been on the market but a short time the 
design has met with wide approval. 

The design is made up in three colors, bright green, 
orange and black, and the entire carton varnished to 
bring out the vivid coloring and lend an added lustre 
to the finish. The tube itself is packed in single-ply 
corrugated wrapping over one side of which has been 
glued a strong grade of paper which extends several 
inches beyond the top and bottom so that it may be 
tucked over and under the tube before it is placed in 
the carton. 

Another packaging problem was encountered in pre- 
paring quantities of these cartons for shipping to the 
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Carton and inner wrapping for radio tube 
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Products Corporation Meets Wide Approval and Builds Sales 


By M. D. OGDEN 


Crescent Engraving Co. 





Mindful of the sentiment on the part of 
the shopkeeper for the package that does not litter 
the floors of his well-kept store, and realizing the loss 
that might be sustained through makeshift packaging 
methods, an air-chamber container of the cushion or 
suspension type was finally adapted, which is proving 


retailer. 


highly efficient in this capacity. This type of shipping 
container provides an inner carrier for the cartons them- 
selves and-also an outer and larger covering which gives 
the double protection needed. When assembled, sev- 
eral inches of air space is formed on every side of the 
cartons including the top and bottom and this precau- 
tion greatly minimizes the loss from breakage. An 
important feature of this packing box is that it does 
away with all extra packing and its accompanying 
mussiness, and so makes for a lighter package without . 
sacrificing any extra space. 

The Detroit Radio Products Corporation has proved 
itself quite capable in solving a difficult problem, the 
solution of which should be an important factor in the 
success of this company. 


Import Duty on Fancy Containers 


HE Department of Commerce recently announced 

the following report from Cuba showing that the in- 
creased duty there on candy imported in fancy containers 
may have a strong bearing here. 


Customhouse Circular 368, dated Aug. 19, 1929, covering the 
general subject of the duty that shall be collected upon plain and 
fancy boxes and other containers in which goods are sold, has 
aroused considerable interest among importers in Havana, some of 
whom say that the ruling practically doubles the duty upon many 
articles. The gist of the circular is that while Rule 3 of Regulation 
3 shall be interpreted in the case of the articles specified, when 
these come in what are obviously ordinary containers, the ap- 
praisers will assess net duties upon the articles themselves, and 
tariff the containers separately according to material and construc- 
tion. 

The rule weighs heavily upon fancy packages of candy. Mer- 
chants say it has more than doubled the duties payable on certain 
candies, perfumes, etc., that come in fine boxes. The under- 
standing is that plain cardboard boxes with simple printing of the 
name, quality, lot number, weight, etc., will come in with the duty 
based upon the weight of candy and containers and charged at 
the rate of the candy. But candy in fancy boxes calls for weighing 
the candy and the boxes separately, and placing a separate duty on 
each. 

It is not certain, now, how the many applications of this rule 
will be administratively decided. Much is left to the discretion 
of the appraisers, subject to revision. Appraisers are apt to regard 


cheap boxes, with printing in colors, as something beyond the 
“ordinary” and they may even rule unfavorably in the case of 
some pasteboard boxes with one printing, though the intent is to 
regard as “ordinary,” or ‘“common,’’ the type of containers that 
have been used with particular kinds of goods for many years. 
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florist has or has not given thought to existing laws of 
harmony or contrast or position. I can get many ideas 
and suggestions from flower gardens whether the flowers 
be properly arranged as to colors or not. For example, 
a group of white flowers placed apart from flowers of 
another color will not attract much attention from any- 
one. But if the white flowers are scattered among 
flowers whose colors have been chosen with some regard 
to the law of simultaneous contrast and harmony, an 
entirely different situation results and even persons who 
do not know much about color placement will be pleased. 
A clear or a cream-white package usually is a neat af- 
fair, but if some colored effects are placed on the white 
background its appearance will be improved and its 
commercial value increased. 

I have been in gardens in which a blaze of all-white 
flowers have excited my admiration only to have the 
effect ruined as soon as my eye fell upon a cluster of 
yellow flowers close by. This is because of the unde- 
sirable effect produced when any objects of approximat- 
ing but still different shades are placed alongside of each 
other. 

The florists place flowers of a natural orange hue next 
to those of a blue hue. They place the violet shades with 
the yellow ones and the red with the white. White 
fits in fairly well almost anywhere, and this is why the 
flower men intersperse groups of violet, blue, orange and 
similar flowers with white ones. They try to avoid what 
is discordant to the eye. And the designer who is con- 
cerned in the preparation of highly colored effects on 
packages does the same. Flowers or other objects of a 
red or pink nature usually present a good appearance 
when mixed with white flowers or other objects, as repre- 
sented in Section A in the accompanying drawing. The 
patterns niay be made up of stripes, scrolls, angles, dia- 
monds or various forms of geometric figures. The re- 
sults will be the same. Some yellow flowers or objects 
on a white ground, as in Section B may present a con- 
fusing appearance under certain conditions, or the re- 
verse under other conditions, depending upon shapes 
and forms to some degree and then again upon what 
other colors may be present in the group. 


I recently saw good combinations of blue and orange 
floral creations on some containers, only to see other 
combinations in the same factory in which certain 
bright colors were caused to lose their force by the pres- 
ence of colors of another shade which should not have 
gone in. All of which illustrates the complex conditions 
which arise under normal conditions in the career of all 
persons engaged in the art of package design. 

In the abstract it seems to be easy enough to outline 
the essential requirements of a design for any kind of a 
package. But when it comes to placing the colors therein, 
a problem often arises which bothers many a good de- 
signer. He may have an eye for colors and a good 
technical knowledge as to how to place them and still 
fall down because of a slip somewhere. I have known 
men of apparent perfect color interpretation and tech- 
nic to make a costly miss just because a color or a hue 
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which was not contemplated has crept into a design 
because another color which is present has proved itself 
strong enough to heighten or lower its brightness by rea- 
son of the law of simultaneous contrast of colors. 

(To be concluded) 


Wrappings for Confectionery 


(Continued from page 44) made up, 1 in.; width of 
sheet overlap, °/s in.; total weight, less than '/, of an 
ounce. 

Many fascinating types of paper wrappings for con- 
fectionery packers remain to be described and illustrated. 
There is an ever-increasing demand for novel types, pro- 
vided that the specimens proffered are such as will afford 
sufficient protection, and are moderate in price. 





Readers are asked to note that occasionally confection- 
ery packings are patented or otherwise protected. In 
ali cases, therefore, before proceedings with the produc- 
tion of the types described and others, the usual inquiries 
should be made through patent agents.—Ep1ror. 


Displaying Sanitary Specialties 


(Continued from page 45) every day the great impetus 
a product gets by being properly boxed. For example, 
a certain well-known soft drink company, packaging a 
guest carton for home use, has evidently stimulated their 
sales sensationally, and thus without end could be men- 
tioned otherwise commonplace products that stand out 
as result of the study of packaging. 

Much remains to be done in every field. The cigarette 
field has just awakened to it. The first one who comes 
out with a longer cigarette, properly boxed with a small 
box of matches incorporated in the box, is going to do 
things. A certain peanut made in novel manner, by 
Toms, has jumped sales on that product enormously. 
A certain cigar manufacturer is changing his carton, with 
sure results, and next will come packaging in clothing. 
Think how wide the field for some transparent envelope 
that will permit a garment to be seen and be dustproof 
and unhandled! Thus everything from tooth brushes 
to sealing wax can gain impetus by novel packaging. 

The new package and display card for Puri-Fume 
blocks is shown at the left in the accompanying illus- 
tration. The individual containers are printed in orchid, 
green and orange. ‘The design of the display card sug- 
gests the use of the product as well as providing a suit- 
able back ground for the display of the individual con- 
tainers. This new container is developed in the same 
design as the older one (center) but the colors have been 
changed in order to produce a more effe@tive and attrac- 
tive package. The display carton used for Roundheads 
is shown at the right. 

These are individually wrapped in colored Cellophane 
and packed one dozen to the container. This container 
is printed in an attractive design and provides an effec- 
tive counter display for the merchandise. 
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Brightness in Radio Tube Cartons 


Three-Color Varnished Containers of Modern Design Used by Detroit Radio 
Products Corporation Meets Wide Approval and Builds Sales 


By M. D. OGDEN 


Crescent Engraving Co. 


TILL in swaddling clothes, but rapidly coming to 
S the front to take a prominent place with the radio 
which fostered it, the radio tube industry has, 
from the beginning, given careful attention to the packag- 
ing of its product. 

When Jack Ross, president of the Detroit Radio Prod- 
ucts Corporation, conceived the idea of manufacturing 
radio tubes, one of his first major problems was choosing 
a design for a tube carton. A comparatively new prod- 
uct on the market, the radio tube presented many possi- 
bilities for the creation of a bright modern design that 
would successfully attract the eye of the prospective 
customer and naturally arouse interest at the point of 
sale. The Detron carton chosen, although extremely 
modernistic and radical in effect, seems to be fulfilling 
the expectations of the manufacturer, for although the 
container has been on the market but a short time the 
design has met with wide approval. 

The design is made up in three colors, bright green, 
orange and black, and the entire carton varnished to 
bring out the vivid coloring and lend an added lustre 
to the finish. The tube itself is packed in single-ply 
corrugated wrapping over one side of which has been 
glued a strong grade of paper which extends several 
inches beyond the top and bottom so that it may be 
tucked over and under the tube before it is placed in 
the carton. 

Another packaging problem was encountered in pre- 
paring quantities of these cartons for shipping to the 


Carton and inner wrapping for radio tube 
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retailer. Mindful of the sentiment on the part of 
the shopkeeper for the package that does not litter 
the floors of his well-kept store, and realizing the loss 
that might be sustained through makeshift packaging 
methods, an air-chamber container of the cushion or 
suspension type was finally adapted, which is proving 
highly efficient in this capacity. This type of shipping 
container provides an inner carrier for the cartons them- 
selves and also an outer and larger covering which gives 
the double protection needed. When assembled, sev- 
eral inches of air space is formed on every side of the 
cartons including the top and bottom and this precau- 
tion greatly minimizes the loss from breakage. An 
important feature of this packing box is that it does 
away with all extra packing and its accompanying 
mussiness, and so makes for a lighter package without 
sacrificing any extra space. 

The Detroit Radio Products Corporation has proved 
itself quite capable in solving a difficult problem, the 
solution of which should be an important factor in the 
success of this company. 


Import Duty on Fancy Containers 


HE Department of Commerce recently announced 

the following report from Cuba showing that the in- 
creased duty there on candy imported in fancy containers 
may have a strong bearing here. 


Customhouse Circular 368, dated Aug. 19, 1929, covering the 
general subject of the duty that shall be collected upon plain and 
fancy boxes and other containers in which goods are sold, has 
aroused considerable interest among importers in Havana, some of 
whom say that the ruling practically doubles the duty upon many 
articles. The gist of the circular is that while Rule 3 of Regulation 
3 shall be interpreted in the case of the articles specified, when 
these come in what are obviously ordinary containers, the ap- 
praisers will assess net duties upon the articles themselves, and 
tariff the containers separately according to material and construc- 
tion. 

The rule weighs heavily upon fancy packages of candy. Mer- 
chants say it has more than doubled the duties payable on certain 
candies, perfumes, etc., that come in fine boxes. The under- 
standing is that plain cardboard boxes with simple printing of the 
name, quality, lot number, weight, etc., will come in with the duty 
based upon the weight of candy and containers and charged at 
the rate of the candy. But candy in fancy boxes calls for weighing 
the candy and the boxes separately, and placing a separate duty on 
each. 

It is not certain, now, how the many applications of this rule 
will be administratively decided. Much is left to the discretion 
of the appraisers, subject to revision. Appraisers are apt to regard 
cheap boxes, with printing in colors, as something beyond the 
“ordinary” and they may even rule unfavorably in the case of 
some pasteboard boxes with one printing, though the intent is to 
regard as “ordinary,” or ‘‘common,’’ the type of containers that 
have been used with particular kinds of goods for many years. 
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Packaging for the Medical 


Profession 


Dignity Combined with Attractiveness and Economical Production Characterize 
Containers Used for Syringes and Thermometers 


By JOHN WINTERS FLEMING 


OW to package medical thermometers and syringes 

H effectively, economically and attractively was 

the last marketing problem that presented itself 

to young Aaron A. Goldstein, inventor and manufac- 

turer, of Buffalo and Toronto. And Mr. Goldstein says 

this problem—that of the proper package—was a highly 
important one. 

As this manufacturing inventor saw it, a package 
designed to appeal to the medical profession must above 
all other considerations appear dignified and conserva- 
tive, in keeping with the high purpose and estate of the 
medical profession. After these initial requisites had 
been met in the package, then, and not until then, was 
it time to think of color, attractiveness and appeal in 
the container. The result of his careful, painstaking 
package planning is a container that is the last word in 
dignity and yet incorporates the desirable elements of 
color and harmony to add to its attractiveness. 

The Goldstein Manufacturing Co., Ltd., manufac- 
turers of Gomco Sterl-Case syringes and Gomco Sterl- 
Case thermometers, is located at 79-81 Ellicott St., 
Buffalo, N. Y. Streamline manufacturing and packag- 
ing processes are used. Both manufacture and pack- 
aging take place on the second floor of the factory where 
500 containers are packed daily by eight girls. 


OR fifty years German medical scientists and in- 

ventors have been striving to create and perfect a 
self-sterilizing thermometer that was economically prac- 
tical and effectively efficient. Shortly before Christmas, 
1927, Mr. Goldstein started marketing his self-sterilizing 
medical thermometer. Today the thermometer is sold 
in every civilized country in the world; its advertising 
has been accepted and has appeared in the American 
Medical Journal, official organ of the American Medical 
Association, and the thermometer itself is recommended 
en masse by the medical profession. 

In its hard rubber, black carrying case and provided 
with a metal safety clasp the thermometer closely re- 
sembles in color, size and shape, a fountain pen. In 
reality it is nothing more than a medical thermometer 
which when not in use rests in an alcohol bath. In the 
old days when the venerable country doctor made his 
rounds, one of his first requests was for water in which 
to sterilize his temperature taker before putting it in his 
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patient’s mouth. Tgday he simply removes his self- 
sterilizigg therng@iie et from its black rubber, case and 
alcohol bath, wipes off the alcohol, and it is ready for 
instant and sanitary usage. This results in great 
savings in time, labor and trouble—savings that are 
vitally precious to a doctor. 

Closely akin to this invention and looking much like 
it is the second major achievement of young Mr. Gold- 
stein, the Gomco Sterl-Case syringe, which is used the 
world over by diabetics. The importance of this in- 
vention becomes more apparent when the fact is stated 
that there are more than a million diabetics in this 
country alone. A Canadian medical genius found the 
control for diabetes, insulin, a few years ago. Insulin 
does not cure the ailment but it does arrest and control 
its advance. But insulin must be taken by the diabetic 
before each and every meal, and insulin is taken by a 
syringe injection. Of course the syringe needle must 
be sterilized before each injection and the surface of the 
skin should be washed with a strong cleaning agent as a 
preventive against possible infection from the injection 


Gold embossed labels on a dark blue grained background combine 
to make a dignified package 


Modern Packaging 
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carried through the skin. Such a necessary practice 
naturally caused frequent embarassment. 


GOMCg 
STERL--- CASES 


Glass covered counter display unit holds one dozen packaged instruments 


The Gomco Sterl-Case syringe comprises a hard 
rubber black carrying case provided with a metal safety 
clasp, an alcohol chamber, the syringe itself and an all- 
important patented valve that permits two or three 
drops of alcohol to flow from the chamber when the 
syringe is removed. ‘These drops of alcohol are used to 
wash the surface of the skin at the point of injection. 
The syringe is always ready for use, just like the ther- 
mometer, because it is constantly resting in its sterilizing 
alcohol bath chamber. 


VEN as the two instruments resemble each other and 

mutually bear striking likeness to a fountain pen, 
so also are the manufacturing processes similar. In 
different sections on the second floor the hard rubber 
parts are shaped and sized to fit the metal interiors at 
the same time that the brass and nickeled silver parts 
are being stamped and molded and shaped in power 
presses. Next the two components are assembled—the 
metal interiors fitted into the hard rubber cases. The 
finished product is then buffed and polished; the trade 
mark and name are stamped in and lettered; and, 
lastly, the thermometers and syringes are placed in the 
cases. All is now ready for the packaging. 


BVIOUSLY machine packing is out of the question 

due to the delicate fragility of the glassware used 
and of the thin syringe needles. Each is hand wrapped 
in a separate case, the package including two paper in- 
serts, one of which carries instructions while the other 
is the thermometer or syringe certificate. For shipping 
purposes these cases are packed three dozen to a 
carton. 

Blue and gold is the color motif followed throughout 
in packaging, in advertising and in the unusual counter 
display unit provided for medical supply houses and 
drug stores. The background of the package is deep 
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blue, the trade mark, cuts, and all lettering appearing 
in embossed gold type and lines. 

No word, about Gomco packaging would 
be complete without further’ mention of the 
striking counter display unit’ “that features 
any combination or assortn fent’ of Gomco 
thermometers and syringes in “their packages. 
This counter display unit is glass covered, 
equipped with an easel and sliding drawer 
and carries a dozen packages. Of course the 
unit is in blue and gold, blue backing with 
gold embossed lettering and cuts. 

These packages and containers have aided 
in solving a difficult merchandising problem— 
that of presenting merchandise of this char- 
acter in an attractive but dignified form. 
They possess high attention value as well as 
the quiet dignity necessary to attract this 
particular market. 


PACKAGING MATERIAL 


Mason Box Co. 
Clark & Pelletier Embossing Co 
Hoffman Printing Co. 


Shipping boxes: 
Embossed labels: 
Package inserts: 


Moth Protection in a Carton 


decorative cardboard carton has been successfully 

employed by the Embree Mfg. Co., of Elizabeth, 
N. J., in merchandising ‘“Tommy, the Moth Chaser.”’ 
This carton is decorated with a picture of a black cat and 
contains a round cake of moth preventative. The cake 
is wrapped in tin foil and wax paper to allow for slow 
evaporation. 

A paper-covered set-up box is used to contain the 
carton and a booklet describing the action of the moth 
cake. The carton itself is intended for re-use and the 
moth cakes may be purchased separately to permit re- 
filling the carton when the cake has evaporated. 


Printed carton and paper covered container for moth cakes 


. MARVIN .SHAW of the Baltimore office of the 

Robert Gair Co. has accepted the position of 
manager Of sales for the Noxzema Chemical Co., Balti- 
more, Maryland. 


Modern Packaging 
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moth athenian 


ROM the vast quarries of the Grecian Archipel- 
ago the ancient Greeks brought gleaming marble 
to build their temples. And still today these quarries 
yield their treasure of Skyros—a marble so strangely 
beautiful that it cannot be equalled the world over. 
GWe have traced the veins of this marble with the 
brilliant gleam of metal, creating a striking and un- 
usual box cover—Metal Skyros. QO The richness 
of its coloring and the glint of its delicate 
pattern makes any package a work of art 
justly commanding the attention of 
the purchaser. 
























Sample Book will be gladly sent upon request 





“MADE IN AMERICA BOX COVERS” 


DESTRIECTHY/,) 5? COLUMEIA 
PAPER MAN LG UEACEURING 
<c ap ™ re a Ne 


New York Office 
41 PARK ROW 
















Mills and General Offices 
WASHINGTON, D. C. 


Chicago Office 
CHICAGO MERCANTILE EXCH. 
















The accompanying 
illustrations show a 
few of the many 
SS kinds of Folding 
a Paper Boxes we are manufacturing 
Chi | for Food Products. Some of these are 
(” printed in four or more colors. 


cont | The Box Board is produced in our own 
ae EN Paper Mills (daily capacity 700 tons). 

: The Boxes are made ina Modern Box 
Factory completely equipped with the 
latest and best machinery for speedy 
and economical production. 


On orders for good sized quantities, we 
areabletomake 
very attractive 
prices on fine 
quality boxes. 





CONSOLIDATED PAPER COMPANY 
MONROE, MICHIGAN 
Folding Paper Boxes— Corrugated and Solid Fibre Shipping Cases 
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Packaging “Carter Inx” Products 


(Continued from page 31) and at the same time pro- 
tect the high finish that adds to the attractive appearance 
of the set. The stand or base of the set is placed in the 
bottom of the box, being wedged-in with tissue paper, the 
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Pen and pencil set in lined, decorative-paper covered box 


pens are enclosed in decorative paper coyered trays and 
the rounded édyer, lined ‘with the crepe, wadding, fits 
snugly when the rounded top of the box is closed down. 
Such a box is shown at the lower right of this page. 

Among the other packages shown, the traveling 
case containing pen and pencil in an imitation mother- 
of-pearl finish, present a most attractive type of pack- 
age. The material from which this is made is the same 
as that used for its contents. The convenient cover 
and the durability and beauty of the finish make this 
package a particularly acceptable gift and demonstrates 
the effectiveness of an unusual type of package. 


This set-up box, lined and covered with colorful decorative papers forms 
an_attractive background for a single pen desk set 


The other pen and pencil set shown is packaged in a 
box covered with a Chinese red paper carrying a geo- 
metrical design in white and gold. The lining of the 
cover is of an embossed gold paper with the name 
“Carter’s’’ stamped in black. A cream-colored plush 
mounting is provided with recesses for the pen and pen- 
cil. The base of this box is made with beveled sides 


‘turers reported recently to the New York Times. 


and this treatment adds effectively to the attractve 
appearance of the box as it is displayed. 

The box containing the single pen desk set is also 
covered with a decorative paper. In construction, 
recesses are provided in the base of the box for the stand 
of the set and the pen, so 
that, carefully wedged in 
with tissue paper, each is 
protected during shipment. 

The package designs 
shown are but a few of those 
used by this company, the 
complete line including 
several other numbers 
equally attractive in design 
and coloring. 

From this brief descrip- 
tion of the packaging meth- 
ods and materials em- 
ployed by the Carter’s Ink 
Company it may be seen 
that no little importance is 
attached to this part of pro- 
duction and merchandising 
work. In every bottle, jar, 
carton or set-up box it is planned to reflect the quality 
which is to be found in the product itself. 


Dignity and beauty are appa- 

rent in this mother-of-pearl 

traveling case containing pen 
and pencil of similar finish 


Package Novelties in Demand 


OXES made to resemble miniature chests or tables 

and used as packages for men’s garters and arm bands 
are in demand for the holiday trade paper box manufac- 
The 
boxes, it is claimed, find favor because they can be re- 
tained by consumers as handy receptacles for collar but- 
tons, cuff links and other dress accessories. 


A deluxe gift package. A lining of gold paper, the outside covering in 

a mottled paper of green, red, black and gold with black edgings— 

this box forms a charming background for tts contents. In packing, 

a crepe wadding pad is used to protect the rounded top of the box and 
the desk set 
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SAFETY RAZOR BLADES 





JONES CONSTANT MOTION CARTONER 


The Constant Motion Cartoner pictured above was built to count and package safety 
razor blades. 


For the past fifteen years, this delicate and complicated operation has presented a 
problem which has never been satisfactorily solved, and which, as a matter of fact, 
could not be solved with the old style, cam operated type of cartoner. Extremely 
high speed, absolute accuracy, and careful handling of materials are qualities which 
cannot be incorporated together in the old style, cam operated cartoning machine, 
yet these very characteristics are inherent in the principle of the Constant Motion 


Cartoner. 


The above machine has a maximum capacity of approximately one thousand blades 
per minute, completely packaged, without the possibility of damage or an undetected 
miscount. The work turned out is perfect. Stoppages and spoilage for any cause 


are extremely rare. 


With all due modesty we claim that in this machine the Constant Motion Cartoner 
has again emphatically demonstrated those qualities which have placed it quite 
beyond competition. Our customer evidently agrees with us—six days after the 
first machine was delivered to him, he wired us a rush order for additional identical 
machines to the value of $144,000. Need we say more? 


Your own packaging problem may not resemble the one outlined above in any 
respect. It may be simpler, or it may be even more complex. Whatever the 
nature of your package, the Jones Constant Motion Cartoner will turn it out 
more rapidly and more perfectly than any other cartoning machine. We ask 
only the opportunity of proving this. There is a Constant Motion Cartoner in 
use near you. May we arrange to show you this machine at work under actual 


operating conditions? 
Never Before Has So Much Work Been Done, So Perfectly, With So Little Mechanism 


R. A. JONES & COMPANY, INC. cincinnati onto 
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Assembling and Packing Unit 


A new machine for automatically assembling and 
packing rectangular or round packages in solid 
fibre or corrugated shipping containers, and one which 
is said to have proved a tremendous labor saver in 
plants in which it has been installed, is manufactured 
by the Standard Sealing Equipment Corp., Long Island 
City, New York. 

With this machine it is possible to pack the output 
of several manufacturing lines by conveying them to a 
single packing machine and, with the aid of but one 








Assembling and packing unit for rectangular or round packages 


operator, pack them in the containers without injury 
to labels or to the packages themselves, delivering them 
on the conveyor ready for sealing. It is not necessary 
to have the bottoms of the cases made up before being 
packed as they may be sealed by machine later. 


The accompanying illustration shows one of the 
machines installed and in operation at the plant of the 
Cracker Jack Company, Chicago, Illinois. 


Transparent Packages for Fish 


N connection with the annual convention of the 

United States Fisheries Association held recently 
at Atlantic City, an elaborate display of Cellophane- 
wrapped fish products was featured at the Du Pont 
Products Exhibit on the Boardwalk. The purpose of 
the display was to emphasize the value of fish as a food 
and the economic significance of the wrapper. 

Both fresh and dried fish products were on view. 
The display was arranged in the front interior of the 
exhibit in a refrigerator case, which helped in presenting 
the fish in an attractive condition. The fish were 
packaged in small units and counter display boxes. 

The products shown were from the following firms: 
J. W. Beardsley & Sons, Newark, N. J., boneless herring; 
Booth Fisheries Co., Chicago, IIl., sliced smoked salmon 
and boneless herring; Collins-Lee Co., Chelsea, Mass., 
kippered herring; H. J. Dornbos & Bro., Grand Haven, 
Mich., fancy smoked boneless herring; Gorton Pew 
Fisheries, Gorton’s Smokees, cured from selected New- 
foundland herring, and General Sea Foods Corp., had- 
dock seafresh fillets, both of Gloucester, Mass.; B. A. 
Griffin Co., Milwaukee, Wis., boneless herring; Hanson 
Fish Products Co., Duluth, Minn., smoked salmon; 
C. W. Kelley, Lubec, Maine, boneless herring; New 
Fisheries Co., Cincinnati, Ohio, imported sea plane 
fillets; B. H. Wilson Fisheries, East Port, Maine, bone- 
less herring. From the list given it may be seen that 
this method of packaging as applied to fish products has 
met with a wide acceptance. 
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Packaged fish products are displayed in a refrigerator case 


Modern Packaging 





if labeling | 
isthe | 
Bottle Neck 


in your 


production 


t - labeling machine division of the “Liquid” can help you solve your 
problem by speeding up production—by more accurate labeling (espe- 
cially on difficult labeling jobs)—by economizing and simlifying through 
less manpower, fewer machines or both. 


Because we manufacture all! types and sizes of successful labeling ma- 
chinery, we are in a position to recommend the proper machine for your 
particular job. From the completely automatic Duplex Labelers capable 
of handling 120 cantainers with ease to the small Midget Labeler with a 
speed of 30 Per minute. The types of containers which these machines 
will handle range from 10 pound cans to tiny vials with labels smaller 
than a postage stamp. 


A special labeling machine representative will be glad to discuss your 
problem with you, without obligating you of course. Address Dept. L-10. 





THE O & J LABELING MACHINE COMPANY 
WORCESTER, MASS. 


A division of 


THE LIQUID CARBONIC CORPORATION, CHICAGO, ILL. 
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Self-Contained Automatic Labeling Unit 


N automatic labeler, known as Model 86 and manu- 
factured by the New Jersey Machine Corp., Hobo- 
ken, N. J., is designed for a diversity of work. It is said 
to be suitable for labeling large or small set-up boxes, top 
label or bottom label flat containers or boards, box 
shooks, books or pads, bottles, packages, pots and pans, 
lay on Cellophane windows and can be used for many 
other products where labeling is desired or necessary and 
which comes within the range of the machine. 

This labeler was used for a number of years as a direct 
connected unit operating in conjunction with automatic 
box covering machines. Its introduction as an inde- 
pendent unit was reserved until its simplification made 
possible a machine fitted for any plant requiring no 
special attention of a mechanic to assure continuous 
operation or to change it for various sizes. 

Its design incorporates principles which differ from 
those used in any other machine and which are essential 
for neat work, accurate register and firm adhesion. Its 
essential features are patented and are the outcome of 
years of experience in automatic paper-feed and ad- 
hesive-coating equipments designed to meet exacting 
demands. 

It is stated that Model 86 will not alone reduce cost toa 
minimum but it will also 
produce the finest work. 
The label is entirely glued 
on one side and accurately 
applied to the box or what- 
ever object-is to be labeled. 
Containers labeled on this 
machine are said to have a 
far better and more uni- 
form appearance. 

In.many instances, label- 
ing has been abandoned be- 
cause of the annoyance and 
the slow method where 
hand work was necessary 
even though gluing ma- 
chines are used. A manu- 
facturer, who can perform 
this work with but a slight 
cost and at no delay in 
handling or delivering, has 
a big advantage over his competitors. New designs 
can be created with special borders and labels can be 
accurately registered within these borders by the Model 
86. 

In standard machines, the product to be labeled is 
put on a support with back and end guides. The labels 
are removed singly from a hopper by a suction platen— 
carried across the glue spreader where they receive an 
even coating of adhesive on the one side—and applied 
directly onto the object to be labeled. The label is 
held firmly under control from feed to application and 
after application receives a repeated pressure. One 
operator can average, depending upon the object, from 


62 


Automatic labeling machine 
showing label hopper 


20 to 30 pieces per minute. No skill is required, for the 
machine is as easy to operate as an ordinary press. 
The support table is stationary and replacement is 
made while the suction platen is picking up another 
label. 

In designing this machine, greatest attention was given 
to simplicity in change of various sizes. All gages are 
easily adjusted and to change from one size to another 
requires but from 5 to 10 minutes. The only parts 
necessary are the suction platen and supporting block. 
The unit is self-contained. Independent motor drive 
has made the unit most convenient and easy to install. 
It is an essential equipment for every box plant where 
even small quantities of labeling is being done. 


Trade Catalogs 


Imitation Leather Papers: Among the newest in 
leather papers is an attractive line of ‘‘Karakul’’ papers 
recently put out by Hampden Glazed Paper & Card Co., 
Holyoke, Mass. These are water-proof papers, em- 
bossed, and obtainable in twelve different shades. 


Paper Specialties: Milwaukee Lace Paper Co., Gor- 
don Place, Milwaukee, Wis., has issued a 48-page catalog 
describing and illustrating the several products of the 
company which include lace papers, drinking and bak- 
ing cups, paper napkins, doilies and other goods of simi- 
lar character. 


Box Coverings: Two booklets of Satintone box cover- 
ings have recently been received from Charles W. Wil- 
liams and Co., Inc., of 303 Lafayette Street, N. Y. City. 
One of them contains samples in nine colors and three 
patterns of papers in Mica-Mode finish. The other 
contains samples in seven colors of the new Trianon 
design. Prices and specifications are printed inside the 
booklets—and valuable suggestions for the use of the 
papers are included. Eight new patterns in a wide range 
of colors are represented in a booklet of Flashtone papers 
and a booklet of the Hollytone line introduces ten new 
Christmas papers in both modern and conventional 
designs. All four booklets contain valuable suggestions 
of interest to manufacturers using box coverings. 


HE Du Pont Cellophane Co. announces the trans- 

fer of Sterling Thompson from the New Jersey 
territory to a mid-west territory, covering St. Paul 
and Kansas City. Mr. Thompson will make his head- 
quarters at the Chicago office, 111 W. Washington St. 
C. W. Bollinger, formerly of the Chicago office, will 
take over Mr. Thompson’s territory. 

The opening of the second Cellophane manufacturing 
unit at Old Hickory, Tenn., has brought about the 
removal of the order section to the plant proper. Harry 
B. Williams will be at Old Hickory as the sales representa- 
tive of the order section. E. K. Lapp, formerly of the 
order section in New York City, wili be the sales repre- 
sentative of the order section at Buffalo, N. Y., at the 
plant there. 


Modern Packaging 
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For 


ENVELOPE LININGS, 
BOX COVERINGS 
AND WRABPING SE 


You'll find The Tuttle Press Company . dependable 
source of supply. 


“Hundreds of beautiful designs to tik cata: Per- 
“feetly printed in’ from 2 to 5 colors on strong Giorfal 3 
tissues ‘and box cover paper. om 


The, Chas. W. Williams Company, 303 Lafayette” St, - 
New York City, can supply box makers. 


Special designs in box coverings and special and regular 
designs, linings and wrappings can be had direct from. 
the mill. 


Send for'samples of this leading line. 


tele gs Press Co, 


APPLETON. i “WISCONSIN i) 























HE commonplace in box covers, 

linings and trims has little chance 
of creating attention under present 
market conditions. Greater range of 
colors, improved printing and better 
embossing are necessary to meet the 
prevailing keen competition in effects. 
Waldron machines are not only provid- 
ing these necessary elements, but effect- 
ing substantial economies in production 
costs as well. It is surely well worth 
while to consult us on your processing, 
and it puts you under‘no obligation to 


Write for copy of “‘Convert- 
ing of Light Weight Papers” 
—a highly instructive treat- 
Waldron 6-Color Surface Printing ise on this important sub- 


Machine in popular use for box ' ject. 
paper linings, utility wraps, and V ' 


trims. el 


JOHN WALDRON CORPORATION 


MAIN OFFICE & WORKS—NEW BRUNSWICK, 


CHICAGO NEW YORK PORTLAND, ORE. 














tas THE THIRTY FIVE BILLIONS OF CARTONS USED IN THIS COUNTRY 
LAST YEAR OUR CONTRIBUTION WAS A MATERIAL FACTOR, AND 
OF MANY STYLES AND VARIETIES. 


THESE CARTONS ARE OF SUCH ATTRACTIVENESS AND BEAUTY THAT 
THEY ARE NATURAL SALES BUILDERS. ALSO, THEY ARE MANUFAC. 
TURED TO AN EXTREME DEGREE OF PRECISION, WHICH MEANS THAT 
WASTE IN YOUR PACKAGING MACHINERY IS BROUGHT DOWN TO AN 
IRREDUCIBLE MINIMUM. 


FORT ORANGE PAPER COMPANY 


CASTLETON-ON-HUDSON, N. Y. 


See our Data 
PACKAGING CATALOG } 
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Among Package Users 


HE sale of the Van Vleet-Ellis Corp., one of the larg- 

est wholesale and manufacturing drug houses in the 
South, to McKesson & Robbins, Bridgeport, Conn., has 
been announced recently. There will be no change in 
the personnel of either the Memphis plant or its branches 
as a result of the affiliation except the retirement of 
R. R. Ellis as chairman of the board. McKay Van Vleet 
is to remain as president and direct control. He also has 
been made a vice-president of McKesson & Robbins. 


HE Gold Dust Corp. has purchased 46,000 shares of 

the stock of the Beechnut Packing Co., with the appro- 
val of the officers of the Beechnut organization, from the 
United Cigar Stores Co. The Beechnut company will 
remain in the hands of Bartlett Arkell and his associates, 
and the management will in no way be affected by this 
transfer of stock. The introduction of Gold Dust Corp. 
into the Beechnut interests closely follows the acquisition 
of the United Cigar Stores Co. and its many subsidiaries 
by a syndicate headed by Geo. K. Morrow, who is chair- 
man of the board of the Gold Dust Corp. 


HE Bluepoints Co., Inc., has been formed as a sub- 

sidiary of the General Foods Corp., formerly the 
Postum Co., Inc. The purpose of the new company is 
to acquire the North Atlantic Oyster Farms, Inc., which 
operates in the states of Rhode Island, Connecticut and 
New York through five subsidiary companies, the Rhode 
Island Oyster Farms Co., the Connecticut Oyster Farms 
Co., South Norwalk Oyster Farms, the Long Island 
Oyster Farms Co., and the Producers Sales Co. 

The Bluepoints Co. contemplates the extension of the 
Birdseye quick freezing process, recently acquired by 
General Foods, to permit the national distribution of 
oysters in package form. 


HE Food Machinery Corp. represents a recent merger 

of six manufacturers of equipment used by the fruit 
industry. The merging firms are: Anderson-Barn- 
grover Manufacturing Co., San Jose and Hayward, 
Calif., canning machinery; John Bean Manufacturing 
Co., San Jose, Calif., and Lansing, Mich., sprayers and 
fruit washers; Sprague-Sells Corp., Hoopestitch, Ill., and 
Buffalo, N. Y., canning machinery; Stebler-Parker 
Co., Riverside, Calif., citrus packing house equipment; 
Cutler Manufacturing Co., Portland, Ore., fruit packing 
house equipment, and the Florida Citrus Machinery Co., 
Dunedin, Fla., citrus packing equipment. 


HE Standard Brands, Inc., New York, which in- 

cludes the Fleischmann Company, the Royal 
Baking Powder Co., the E. W. Gillett Co., Ltd., and 
Chase & Sanborn, has completed negotiations for the 
acquisition of the Widlar Food Products Co., Cleve- 
land. The Widlar company operates two plants in 
Cleveland and one in Wiggins, Mississippi, producing 
food products. 
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Among Supply Manufacturers 


. W. HOWELL, until recently vice-president and 

general sales manager of the Economic Machinery 
Co., Worcester, Mass., is now associated with the Liquid 
Carbonic Corp., Chicago, Ill. Mr. Howell has been 
appointed sales manager of the O. & J. division of the 
Liquid Carbonic Corp., and will have charge of the sales 
of O. & J. and National labeling machines. His head- 
quarters will be at the O. & J. plant in Worcester, 
Massachusetts. 


EGOTIATIONS between Continental Can Co., Inc., 

and the Sociedad Industrial de Cuba, S. A., of 
Havana, Cuba, have been completed, resulting in the 
acquisition of the foreign company’s assets and busi- 
ness by the Continental Can Co., Inc. The Sociedad 
Industrial de Cuba, incorporated in 1911, manufactures 
cans for packaging food and other products, such as tal- 
cum powder, shoe polish, paints, alcohol, oils, etc. In 
addition, the company manufactures bottle caps and 
lithographed signs and is the principal can manufacturer 
on the island, producing about 80 per cent of all the cans 
made in Cuba. 


HE Menasha Product Co. announces that Van Dyson 

has been appointed jobbing department representa- 
tive for the territory including Minnesota, North and 
South Dakota. Mr. Dyson will handle the entire job- 
bing line, which includes paper cans, package napkins, 
Waxtex household rolls and folders, delicatessen paper, 
food and ice cream pails, ice cream can liners, and plain 
wax paper. Lester Tishler, formerly with the Sealright 
Co., Buffalo, N. Y., has been appointed manager of pro- 
motion of paper container sales. 


. R. MILLS recently joined the sales force of the 

Du Pont Cellophane Company and will travel 
through Michigan and Wisconsin, making his headquar- 
ters in the Chicago office at 111 W. Washington St. 
C. B. Estabrook has been transferred to Chicago where 
he is taking over the territory previously covered by 
C. W. Bollinger who is now in the New York office. 
C. W. Robinson, formerly of the order department of 
the New York office, has been appointed office manager 
of the Chicago district office, in charge of all inside 
work. 


cna has been made that the Na- 
tional Cantube Co., Inc., is succeeded by the Na- 


tional Cantube Corporation. The new organization will 
include several new associates of high financial standing 
and business ability who will devote the benefit of their 
time to the progress of the company. Among them are 
Edward A. Blumenthal, of the Gabriel Snubber Co., 
Albert Kemper, of Kemper Brothers, Walter A. Jordan, 
of Matteson, Fogarty, Jordan Co., Ed. Schoen, of Colum- 
bia Hardwood Lumber Co., David W. Stallard, and 
George L. Deverall, who was secretary of the old com- 
pany, and who holds the same office in the new one. 
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OLLOWING its policy of expanding its service 

and equipment wherever necessary in the United 

States to fully and comprehensively meet the demands 

of an ever-increasing business, the National Adhesives 
Corporation announces the removal of its Boston factory 
to newer and larger quarters. 
Here, at 15 Elkins Street, are located the new offices, 
factory, and warehouse—three times the space formerly 
occupied, and all under one roof. 
This gratifying growth reflects the confidence of a con- 
stantly broadening circle of users of National Products, 
backed by National Service. This modern plant, with 
its increased facilities, equipment, and available stocks, 
is now keyed up to adequately serve present demands 
and anticipates future expansion, thus strengthening 
what is conceded to be a highly developed and specialized 
world-wide service. 
Wherever your business is located, whatever your re- 
quirements may be, National Products can be delivered 
promptly in any quantity, either direct or by short-haul 
shipment at minimum rates from the nearest of eight 
up-to-date plants and twenty-one amply-stocked ware- 
houses at strategic distribution points. No business can 
be remote from National Service. 


NATIONAL ADHESIVES 


CORPORATION 
World's largest producer of adhesives - - -Glues, Gums, Pastes, Sizings 
820 Greenwich Street, New York 
Successor to National Gum & Mica Co., Glucol Mfg. Co., Dextro Products, Inc. 

















LIQUIDS OF ALL KINDS 
Light, easy-flowing, heavy, syrupy, foamy 
ARE BOTTLED ON THE 


KIEFER AUTOMATIC-ROTARY-VACUUM FILLING MACHINE 


Neat, accurate bottling at high 
speed. Handles bottles as small 
as 14 oz.;aslargeas400z. Small 
cone top cans. All-glass sprinkler 
top bottles. 


Write for booklet giving list of 
, Over 150 machines in use and tes- 
timonials telling why this machine 
commands the preference it does. 


The Karl Kiefer Machine Co. 
Cincinnati, Ohio 


18-Stem Size with Corking Conveyor direct- London Office: C. S. duMont, Windsor House, 


oped. = made in 24-Stem, 12-Stem Victoria St., Westminster, S. W. I. 
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Standards for Containers 


HE Department of Commerce has recently made 

public the requirements of the Canadian government 
as to new standards of quality and standard size con- 
tainers for jams, jellies and marmalades. Orders have 
also been issued covering brands on cheese and butter 
packages and the labeling of canned corn for export. 
The gist of this report follows: 


An order in council issued May 29, 1929, provides that, from 
July 1, 1929, tin containers of jams, jellies and marmalade manu- 
factured in or imported into Canada for sale, shall contain 1, 2 
or 4 lbs., net weight, and glass or stone containers 3, 8 or 12 oz., 
or 1, 2, 2'/. or 4 lbs. These shall be known as the standard size 
containers for the products specified, and will be accepted without 
declaration of net weight on the label. Containers of over 4 Ibs. 
capacity may be used upon declaration on the label of the net 
weight in pounds (not in ounces) in letters not less than 1/2 in. 
high. Ifa standard size container contains less than the minimum 


net weight, the label must bear the words “Contents ........ per: 


cent short weight,’’ in type not less than */,, in. high. Containers 
of other sizes still in stock or under contract previous to the 
date of these regulations may be offered for sale until September 
30, 1930, provided that there is printed on the label or on a sticker 
attached to the container, the words 


(3/s in. high) 
(3/16 in. high) 


“Net weight ........ pounds” 
“Not a standard container” 


Amended regulations issued by the Canadian Governor in Coun- 
cil on May 23, 1929, under the dairy industry act, require that the 
brands placed on cheese or on packages containing cheese or butter, 





shall be legible and indelible and shall cons‘st of letters not less 
than '/2 in. long and */s in. wide, according to Consul General 
I. N. Linnell, Ottawa. Brands placed on packages containing 
cheese of a net weight not exceeding one pound, and on cartons 
and parchment paper wrappers for butter, are required to be placed 
on the main panel of the package, carton or wrapper, and to be 
legible and indelible, and to consist of letters not less than !/, in. 
square. 

New Canadian regulations issued under an order-in-council of 
May 23, 1929, permit packages of fruits and vegetables, and fruit 
and vegetable products, to be exported without bearing the name 
and address of the packer and a description of the contents, if 
intended for experimental purposes or to comply with established 
trade conditions in foreign markets or in the markets of Great 
Britain, provided that the labels do not misrepresent the quality 
or have thereon a statement of quality inconsistent with Canadian 
grade definitions, and that the contract of sale states the quality 
in accordance with Canadian standards, or that the shipper gives 
a signed statement as to the quality ordered, and that inspection 
has been made by an authorized inspector. 


merger has been announced between Lever Bros. 

soap manufacturers with headquarters in London, 
England, and the parent company of Lever Bros. of 
America, and the Margarine Union, a Dutch-English 
combination, which, with its parent company, Margarine 
Unie, dominates the margarine trade in Europe. The 
amalgamation involves capital estimated at $350,000,000, 
and is said to be one of the outstanding mergers in modern 
British industry. 





you need it so, 


accurately applied label. 














BURT LABELER 


IMPLICITY itself—with constant, continuous use— 
that is the definition of a Burt Labeler—mobile if 


Then, in the face of these things—low labeling cost is 
the natural result—speed 200 per minute and a clean, 


BURT MACHINE COMPANY 


Main Office and Plant, BALTIMORE, MD. 
Sales Offices: Chicago, New York and London. 






Burt Labeler 
and Caser 
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: CHICAGO - ST.LOUIS 
UW CLEVELAND 


BOSTON - NEW YORK ARDSOP 
PHILADELPHIA Ay 
PS 


= 


LOCKLAND 
CINCINNATI 


Cartons 


"MADE TO GIVE COMPLETE SATISFACTION” 


BY 


THE RICHARDSON COMPANY 


PAPER MANUFACTURERS SINCE 1868 
LOCKLAND, CINCINNATI, OHIO 



































When in 
New York 


See The 


U. S. IDEAL ROTARY 
VACUUM FILLER 
Model A-30 


Filling Hershey’s famous milk 
beverage into bottles 120 a 
minute. Machine in operation 
at 675-691 Sixth Avenue in dis- 
play window. 


There is a U. S. Filler for any 
filling problem you have. 
Write us for catalog. 


U.S. BOTTLES MACHINERA/ Co, 


INCORPORATED 


| BOTTLING 4xo PACKAGING ENGINEERS | 


EXECUTIVE OFFICES ana SHOPS 


4015-31 N. Rockwell St. 
Chicago, III. 
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e* Gravity Type 
a a Astomatic Mace 
Fillerr Ee for Filling 
the heart i fi liquids of a 
of your filling i wall kinds into bottles 
problem ~~ ail or Jugs or cans 


The standard for the past twenty years 


HORIX MANUFACTURING COMPANY 


Manufacturers of ‘Haller’? Hand and Automatic Filling Machinery 
Corliss Station, PITTSBURGH, PA., U.S.A. 














| The MODERN TREND 
th DIESIGN ... 


Styles in packages, like styles in 
architecture, are constantly chang- 
ing. ‘‘U.S.’’ Labels and folding boxes 
keep up with the modern trend. 








There is no problem in merchandising 
more vital than proper packaging. 
‘‘U. §.”? salesmen are experts on all 
phases of this subject. 








Let us be your package counsellors. 














The UNITED STATES PRINTING 
& LITHOGRAPH CO. 


road nap BRAND, NAMES — CINCINNATI BROOKLYN — BALTIMORE 
£5 despetont tu pasted andl Genose af toes oes ore 110 Beech St. 101N. 8rdSt. 28 Cross St. 


prosecute any infringement. 
Itis unsafe to create or use any trade name without an } 
exhaustive search of every registered and unregistered 


Ee RE a.» @ Color Printing Headquarters- 
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WHAT DO YOU SELL? 


Whatever the nature of your product is, a 
foil package may make it more saleable or 
keep it in better condition. 


One of the following items may solve the 


problem: 


Our Research Staff Master Metal Aluminum Foil 
pe es Psion Master Metal Cartons 


your Packaging prob- 


———— Master Metal Tite-wraps 
Unifoil Box Wraps 
Master Metal Signs 
Metalkraft Lining Paper 


REYNOLDS METALS COMPANY, INC. 


LOUISVILLE, KY. 





























Solving the Problem 
in the Shipping Room— 


No company can afford to be with- 
out this wonderful labor saving ma- 
chine regardless of how small or how 
large his production may be. There 
is a Harmon Sealer that will answer 
his requirements. 





After container has been sealed 


Pressure evenly applied on surface 


1—Metal Construction throughout. 
2—Simple! Rigid! Foolproof! 
3—Requires no skilled labor to operate. 


4—Applies an equal amount of pressure on all sealing 
surfaces of your container. 


5—Shipping container carries better in transit. 


Write Today for Particulars 


The HARMON SEALER 


4017-19 W. Lake St. Chicago, Ill. 
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—filling PINT SIZE TUBES— 


“put business on 


“At the time we received 
the F. J. STOKES Closing 
and Filling Machine our 
men had never had any ex- 
perience in carrying on work 
of this kind. The machine 
was so well constructed and 
so automatic in operation 





Put our years of experience 
that our business was placed in solving customers’ filling 
on an economical paying problems to work for you. 
basis at once.”—Extract Send us samples and data in 
from letter from J.A.Webb the tube, jar or powder 
Belting Co., Inc. filling field. 


FJ§ToKes MACHINE COMPANY 


Tube, Jar and Powder Filling Equipment since 1895 
5970 Tabor Road Olney P. O. Philadelphia, Pa. 












































USE BLISS STITCHERS 


IF you want to stitch faster 

IF you value dependability 

IF you would stitch at lowest cost 
IF quick adjustment appeals to you 


IF low maintenance is of interest 


H. R. BLISS COMPANY, Inc. 


Manufacturers of Wire Stitching and Adhesive Sealing Machinery 
for Fibre Containers 


NIAGARA FALLS, N. Y. 





50 Church St., NEW YORK Transportation Bldg., CHICAGO 
Harry W. Brintnall Co., SAN FRANCISCO, CAL. 
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ANUFACTURER of Automatic 

Paper Box Machines which preo- 
duce the complete box from the roll 
or blank, printed or plain. We also 
make Blanking and Partition 
Machines. 


Submit sample of any box you use 
in quantities, and we will advise price 
and delivery of machinery best suited 
for your requirements. 


INMAN 


MANUFACTURING CO. INC. 
AMSTERDAM, N. Y. 














i 
4 


, TENIAMIN F IN 
Chestnut at Ninth Street 
PHILADELPHIA 


The traveller or permanent 
guest is assured of attentive serv- 
ice, enjoyable environment and 
the highest refinements of good 
living at The Benjamin Franklin. 
Here you will find, combined in 
an unusual manner, the tradition- 
al hospitality of 
more leisurely 
times with the 
most modern 
hotel appoint- 
ments. 








Twelve hundred rooms, 
each with bath 


Rates commence 
at $4.00 


HORACE LELAND WIGEING 
Managing Director 








a 
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KEEP YOUR 
PROFITS! 


Don’t give them away 
in overweight! 


F some good friend|!came*to you 

and revealed the fact‘that'a trusted 
employee was stealing your profits— 
you would lose no time,in acting to 
remedy the situation. 


Inaccurate scales may be taking a 
heavy toll from your profits. Install 
Detecto-Gram over-and-underweight 
scales and this problem takes care of 
itself automatically. The most inex- 
perienced employee can easily and 
quickly detect as little as 1/32 of an 
ounce of overweight on Detecto- 
Gram’s large dial. 


Investigate the new improved De- 
tecto-Gram scale. It is made in all 
capacities and in several styles. 


DETECT “GRAM 


HAIRLINE ACCURAC 
SCALES 
te JACOBS BROS. CO..%. 


Scale Makers Since 1900 
36-40 Walton Street, Brooklyn, N. Y. 


New York Showrooms Representatives in all 
318 Greenwich Street principal cities 








THE JACOBS BROS. CO. 
36-40 Walton St., Brooklyn, N. Y. 
Gentlemen: 
Please send me your booklet ‘‘Stop the Profit Thief.’’ 


Name .... 


SI siiivveitn piers odeteoucitesans : 














Insure your Now Open 
ls eine 
D are (@VERNOR 


conomicall HINTON 
€ Y OPPOSITE PENNSYLVANIA R. R. STATION 
\ New York’s new hotel truly expres- 
sive of the greatest city. 1200 
pleasant rooms each with Servi- 
dor, bath, circulating ice water 
and radio provisions. 

















IMPLY by inserting a: North 

America coupon in each 
Parcel Post package you assure 
prompt adjustment in event of 
loss— with economy of time 
and effort. The cost is but a 
few pennies. 

















Ask your local North America 
agent about Parcel Post Coupon 
Books—or send the coupon be- 
low for information. 


jothn TT 
North America Agents are listed in the PLU Uh 
sett peeeee 


Insurance sections of classified telephone HN arn 

directories under ‘‘INSURANCE CO. OF vee 

NORTH AMERICA ” jetta Pe 
LL) ceeni 


the North America 


ee Ol 
Oe pte ga Wa = Detroit’s Most Sensational-Rate Hotel 
* i? abr Double Room with Bath, $4.00 





Pee IC ae eal 
Ene 





























Insurance Company 
Incomparable service and convenience of 
location makes the Hotel Imperial the 
logical choice of travellers to Detroit. 


Insurance Company of North America ae 
{ 200 Rooms—each with bath 


Sixteenth Street at the Parkway 
Philadelphia, Pa., Dept.(MP-10) Rates begin at $2.50 
John N. Anhut, President 


HOTEL IMPERIAL 


Peterboro at Woodward, Detroit 


Founded 1792 
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CARTON FEEDER AAD 
BOPTOM SEALER 


‘75 PER MINUTE 
Wer PRODUCTION 


4. Models Now Available in 


JOHNSON Automatic 
WAX WRAPPERS 


{ Your Package Size Determines | 
The Proper Model to Buy 





OHNSON Automatic Wax Wrappers are 

now designed and built in four models, 

to wrap your specific package. Each model 

may be adjusted within reasonable ranges 
to varying dimensions. 


This enables us to furnish a machine with 
adjustments for various sizes, yet so simple 
that it operates on any size with the effi- 
ciency of a single-purpose machine. 


Upon advice of your size of package we will 
give you complete information, details and 
price for the specific machine to wrap 
your package. 


The Coupon will bring our Engineer, or Catalog. 


JOHNSON AUTOMATIC SEALER CO. 
Battle Creek, Michigan, U. S. A. 


New York, 30 Church St. Chicago, 228 N. LaSalle St. 


ines; Wrap- 
Pers (Wax 
Glassine 


AUTOMATIC PACKAGING MACHINERY | 








UTOMATIC po co., 


ON A | 
Le ie need Packaging 
O Without obligation, P 

Engineer. 


O Send Catalog. 


lease send experie 
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DIRTY 
FINGERS 


PACKAGES | 


Paste your labels with the Potdevin 
Labeler—each one will have the 
proper thin film—no paste spread at 
edges, no lumps, no blisters or 
wrinkles. 


Paste coating accurately controlled. 


Cartons, bottles, boxes, 
fibre cans, mailing tubes, 
envelopes, etc., are la- 
beled rapidly and safely. 


Practical when packing 
groceries, paint, chemi- 
cals, textiles, cosmetics, 
extracts and other prod- 
ucts in neatly labeled 
containers. 


30% increase in labeling 
output as workers de- 
vote all time to attach 
labels. 


For PACKING, MAIL- 
ING, SHIPPING 


MAIL COUPON for FREE 
TRIAL without obligation 


Potdevin Machine Co., 1228-38th St., Brooklyn, N. Y. 
Please send a pasting machine for 10 days’ free trial. We will 

pay for it 2%—10: net 30, otherwise return it express prepaid. 

Also send free sample of paste. 

0 6” wide Paster, hand driven 

0 6” wide Paster, with motor complete 

0 12” wide Paster, with motor complete. 

IMPORTANT: State current & volts for motor 

oaAc. OD.C. O110V. O 220V. 














Adhesive Specialists 


SEALING and LABELING ADHESIVES for all types of machines, labels, and boxes. 
Write us your needs and troubles. 


Prices and samples quickly furnished. 


The F. G. Findley Company 


Adhesive Manufacturers Milwaukee, Wis. 


NUCTTTITUTLUTIICUT CCN CLUCCT 


THM 


qi 


cy 


|| 
| \! i, My, full 


Mil Minn” 





WHEN ORDERING 





ROBERT GAYLORD. INC. lee 


GENERAL OFFICES~~ SAINT LOUIS 


SAVIO AMUDAOVHD WAI, 
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How Much Do Your ) 
Partitions Cost @ 





Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 
ready for insertion into your boxes. 

All sizes of partitions completely locked—will not fall apart. 

One man operation. 

Speedy, efficient and economical. 


an can “vie wo the cost of your partitions by its use. , 
ull particulars on request. pevenscaarsnrse ol 
PARTITION MACHINERY, INC. ‘: 


569-589 E. Illinois St. Formerly Self-Locking Machine Co. Chicago, Ill. 
Cable Address: SELF-LOCK, CHICAGO 


arr 
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POSITIVE 
WEIGHT 
CONTROL 


. . with no loss in packing speed 


Merchandise 


is MONEY Use 
Se “EXACT 


GIVE IT aa WEIGHT” 
AWAY (= SCALES 





F you are depending upon 
| ordinary scales in your 


packing department, 
small overweight errors in 
your packaged merchan- 
dise are probably causing 
an unexplainable shrinkage in your 
inventories and a continuous drain 
on your profits. 

Install “EXACT WEIGHT” 
SCALES and your overweight prob- 
lem is automatically eliminated. 
They give deadly accuracy even in 
the hands of unskilled labor .. . 
They will save their cost many times 
over in your packaging department. 











May we send detailed 
information? . . . No obligation. 


“EXACT 
WEIGHT” 
SCALES 


Manufactured by 


THE EXACT WEIGHT SCALE CO. 


(Formerly the Smith Scale Co.) 


1310 W. Spring St. 
Columbus, Ohio 
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For 
Fibre 
Boxes— 


many large 
shippers find the 
ideal stapling wire in 


THE GALVANIZED 
STAPLING WIRE 


SILVERSTITCH is made by an entirely 
new and exclusive process which permits of greater 
accuracy in temper, width and thickness. It obtains 
maximum service from your stitching machine, at 
minimum wear on stitchers. Wound in one-piece, 
five and ten-pound coils. Galvanized, it resists rust 
much better than the ordinary copper wash finish. 
Write for free sample coil—test SILVERSTITCH to 


prove its value! 


ACME STEEL COMPANY 


2840 Archer Avenue, Chicago 








IBRE CANS 


of Every Description 


Here is one place where you can get a quality 
product, plus real service, at the same cost 
you would expend on a mediocre product. 


We manufacture fibre cans—square, round, 
oblong, with tin tops and bottoms and also 
complete with labels. 


Leaders in industry use our cans exclusively. 
May we quote you on your requirements? 


Ask for samples and prices 


R. C. CAN CO. 


121 CHAMBERS ST. ST. LOUIS, MO. 
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The maintenance of Quality in 
Wirz Tubes is not due to 


present-day keen competition 
but to the foundations of 
our organization—conceiv- 
ed and built to furnish 
you with collapsible tubes 

of irreproachable mien 
and mechanical superi- 
ority. s Our fifty years 

of tube making guar- 
antee this. © wv wT & 


— At your Service — 








A. H. WIRZ, INC. 
Chester, Pa. 


NEW YORK OFFICE CALIFORNIA OFFICE CHICAGO OFFICE 
CARBIDE & CARBON BLDG. 1231 E. 7TH STREET RAILROAD EXCHANGE BLDG. 
30 EAST 42ND STREET LOS ANGELES JACKSON & MICHIGAN 





Oral Hygiene up to date 


... here is a tube, ... used by a company who has made 
tooth paste history,...in the past five years. ...not 
only has this tooth paste met superlative competition, 
... but it,...continues,...to show a substantial gain, 


...each,...and every year. 


President 


P.S. ... packed exclusively in GaZhes 








